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Rough Proofs 


The soulless corporation appears 
in its most soulless guise as the 
empty slot machine which stub- 
pornly refuses to return the coin of 
the trusting consumer. 


, 


A vending machine which doesn’t 
provide for automatic coin return 
when empty could be tried and con- 
victed of grand larceny by any 
group of school children in this 
broad land. 
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Familiarity breeds contempt, and 
the Brooklyn Dodgers may be just 
the National League club destined 
to overthrow the baseball dynasty 
of the mighty Yankees. 
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Wonder if the Daily Worker re- 
ported the personal appearance of 
the non-existent Gen. Walter Kri- 
vitsky before the Dies committee in 
Washington. 
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Maybe the pink journalists who 
denied the existence of Gen. Kri- 
vitsky so vociferously are still like 
the farmer who gazed unbelievingly 
at his first giraffe. 
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Ken-O-Dent has been developed 
to protect dogs from pyorrhea and 
halitosis. Is it possible that Lee 
Bristol has been overlooking a mar- 
ket for Ipana? 
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ANTI-CLIMAX DEPARTMENT 
Having told millions of baseball 
fans that their best shave could be 
provided with a Tech razor and 
Blue blades, Gillette now blandly 
announces a new dry shaver at $10. 


vgv¥segy 


Father Coughlin could stay on 
the networks, it seems, if he con- 
fined his talks to religious subjects. 
But apparently religion from a 
Priest isn’t any more exciting to 
the public than politics from a poli- 
tician. 
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The Crosley radio stations didn’t 
Carry the world series to Cincin- 
nati fans, but in view of what hap- 
pened to the Reds, this probably 
won't be held against them. 
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Air Adventures and South Sea 
Stories will be sold in combination 
with Amazing Stories and Fantastic 
Adventures. But only to advertisers 
who have that bold, adventurous 
Spirit, 
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Country Gentleman told farmers 
What to do about about encephalo- 
myelitis. Seems the horse owners 
’ what it was, even if they 
couldn’t pronounce it. 
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Don’t get excited if you meet a 
Latin from Manhattan. It’s prob- 
8ly only an advertising man 
ing up on his Spanish vocabu- 
for a South American cam- 
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Copy Cus. 


Survey Cites Basis 
for Advertiser's 
Laxative Copy Claim 


Majority of Physicians 
Prescribe Laxative in 
Treatment of Colds 


New York, Oct. 12.—One of the 
first attempts of an advertiser to 
justify copy for proprietary laxa- 
tives which asserts that their use 
in treatment of colds is accepted as 
“current medical practice’ was 
made today as a response to recent 
Federal Trade Commission action 
challenging such claims. 

The response appeared in results 
of a survey conducted by Bristol- 
Myers Company and Murray Breese 
Associates with the cooperation of 
eight unnamed medical journals. 

If its results are correctly indica- 
tive, makers of proprietary laxa- 
tives may have a possible basis for 
believing the FTC wrong in forcing 
manufacturers to discontinue or 
radically alter certain copy and 
labels on products. 

A more certain conclusion is that 
the survey will stimulate further 
airing of long-mooted points of dis- 
sension between advertisers, gov- 
ernmental authorities and spokes- 
men for the medical profession; 
dissension which has admittedly 
worked considerable havoc in pre- 
viously well known copy claims 
and merchandising practices of 
national advertisers. 


Most Physicians Say “Yes” 


The most significant question 
among those asked of 8,000 physi- 
cians was this: “Do you prescribe 
or recommend a laxative in your 
cold or influenza cases?” 

Of the 8,000 questionnaires sent 

(Continued on Page 34) 


Extended Warranty 
Is Basis of New 


Diamond T Drive 


Chicago, Oct. 12.—Diamond T 
Motor Car Company has launched 
an extensive campaign in magazines, 
truck publications and direct mail to 
publicize the extended warranty 
covering all new Diamond T super 
service trucks, it was announced 
today. 

The new warranty covers opera- 
tion of the truck for either 100,000 
miles or for a full year. The stand- 
ard truck warranty, used by a ma- 
jority of the industry, covers opera- 
tion of trucks for either 5,000 miles 
or 90 days. Save for extension of 
the time and mileage limitation, the 
new Diamond T warranty is the 
same as the standard form, a guar- 
antee against defective parts or 
operation during that period. 

Color pages in eight magazines 
will be used to stimulate general 

(Continued on Page 8) 
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OUT DAMNED SPOTS 


He's back to his Blue Suit again.... 
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In a new promotion effort, Listerine 

assumes a light-hearted air and assures 

men that those hideous white dots that 

used to mar blue suits may now be a 

thing of the past, thanks to product's 

efficacy as a dandruff remedy. (Story 
on Page 2.) 


‘Fangs of Fascism’ 
Says Dr. Townsend 


of Radio Ban 


Chicago, Oct. 13.—A scathing de- 
nunciation of the recent ban placed 
by the National Association of 
Broadcasters upon the use of free 
radio time for discussion of con- 
troversial subjects was unleashed 
today by the Townsend Plan and 
its white haired leader, Dr. Francis 
E. Townsend. 

Spokesmen for the organization 
told ADVERTISING AGE today that 
the Townsend National Weekly, the 
group’s official newspaper, would 
publish a front page editorial an- 
nouncing its intention to vigorously 
contest a ruling described as “the 
first baring of the fangs of Fasc- 
ism.” 

This reverberation followed an 
NAB ruling earlier in the week 
barring the Townsend group from 
buying radio time to present its 
views. The ruling, incidentally, 
cost the broadcasters a sizable piece 
of cash, inasmuch as the Town- 
sendites were in the process of 
completing plans for an extensive 
national radio program. 

Today they accused the NAB of 
suspending the right of free speech. 

They argued that “the only im- 
portant questions in America are 
controversial. Progress means con- 
troversy and new ideas.” 

Dr. Townsend, returning to Chi- 
cago yesterday from Texas, indi- 
cated that he might seek Con- 
gressional investigation of the 
broadcasters’ association as well as 


(Continued on Page 35) 


Tobacco Advertisers Draw 
Fire on Display Allowances 


Sears, Roebuck 


September Sales 
Sef All-Time Peak 


Volume for Sept. II- 
Oct. 8 Period 25% 
Above Last Year 


Chicago, Oct. 12.—One of the best 
indications that certain types of 
businesses, at least, may be round- 
ing that corner leading to prosper- 
ity land appeared today in the 
report by Sears, Roebuck & Co. that 
its sales for the ninth period, Sept. 
11-Oct. 8, were the highest in the 
company’s entire history and 25.5 
per cent above the total for the like 
1938 period. 

This announcement’ climaxed 
those made in recent months by the 
company which has seen its sales 
totals setting some kind of a record 
in nearly every period. The total 
for this period was $62,505,149, an 
increase of $12,690,331 over 1938. 

Business for the first nine periods 
of the current fiscal year also 
reached an all-time high, with con- 
solidated sales from Jan. 30-Oct. 8 
totalling $424,692,866, an increase of 
22.9 per cent over like 1938 totals. 

The upward trend in Sears’ sales 
has made company executives the 
target for many queries in recent 
months as to the “reasons why.” 
Official response was made for the 
first time today by T. J. Carney, 
president. 


Mail Orders Show Gain 


He cited substantial re-employ- 
ment and an improved farm out- 
look as major factors. 

“There was a relatively better 
improvement in mail order buying 
than in retail stores,” he commented. 
“Although total farm income may 
be no greater this year than in 1939, 
I believe that the strong upward 
swing in farm commodity prices 
during the last part of August and 
the first part of September had a 
most important effect. 

“The general farm index ad- 
vanced 11 points and this, I am told, 
was the largest monthly upturn 
since the devaluation of the dollar 
in 1933. Higher industrial payrolls 
are obviously a factor as well.” 

(Continued on Page 6) 


_42| Norge Account Returns to Cramer-Krasselt 
Detroit, Oct. 13.—The Norge division of Borg-Warner Corporation 


has appointed the Cramer-Krasselt 

| tising agency. 
years until November, 1938. 
will be account executive. 


Last Minute News Flashes 


New Jersey to Exploit War Opportunities 

Newark, Oct. 13.—New Jersey’s 1940 industrial campaign, scheduled 
to break in newspapers and magazines next week, will stress the oppor- 
tunities afforded by the South American market due to the war and the 
state’s advantages as the key to the “All-American” market. 
insertions will appear in New York, Chicago and Philadelphia news- 
papers, and monthly insertions in Business Week, Forbes, Fortune, News- 
week and Time. Charles Dallas Reach is the agency. 


Hall Picks Chicago Agency for First Drive 


Kansas City, Mo., Oct. 13.—Following a decision to launch a large- 
scale advertising campaign, Hall Brothers, Inc., leading manufacturer 
of greeting cards under the “Hallmark” brand, has appointed Henri, 
Hurst & McDonald, Chicago, as its agency. 


Cramer-Krasselt handled Norge advertising for many 
A. W. Seiler, president of the agency, 


Weekly 


Company, Milwaukee, as its adver- 


Five Charged with 
Robinson-Patman Act 
Violation 


Washington, D. C., Oct. 12.—Pay- 
ment to certain preferred retailers 
for counter and window displays, 
in contravention of the provisions 
of the Robinson-Patman act was 
attributed to five tobacco manufac- 
turers this week in charges prefer- 
red by the Federal Trade Com- 
mission. The respondents are R. J. 
Reynolds. Tobacco Company, Wins- 
ton-Salem, N. C.; Philip Morris & 
Co., New York; P. Lorillard Com- 
pany, New York; Brown & William- 
son Tobacco Corporation, Louis- 
ville, and Larus & Bro. Company, 
Richmond, Va. 

While other infractions of the 
Robinson-Patman act are alleged 
against the five companies, Loril- 
lard, Brown & Williamson and 
Philip Morris are also charged with 
making special allowances to vend- 
ing machine operators, the result 
being that these retailers obtained 
cigarettes at prices substantially 
lower than those paid by competing 
dealers not operating vending ma- 
chines. 


Chains Called Benefactors 


Both chain stores and some other 
retailers were compensated by the 
five companies for services and 
facilities such as counter and win- 
dow displays, the FTC charges. 
Such payments, it alleges, were not 
made available to other competing 
distributors. 

To some jobbers, the five compa- 
nies are alleged to have allowed 60 
days for payment at a 2 per cent 
cash discount, while 10 days is the 
standard term within which the 
discount can be claimed. This al- 
lowanee of time allegedly consti- 
tuted a service to the respondents’ 
customers which became of greater 
value as the length was extended. 

The Commission also charges that 
all of the companies except Morris 
further discriminated in price by 
including free goods in orders of 
some customers, but not others. It 
is alleged that the amount which 

(Continued on Page 36) 


Vick Chemical 
Weighs Entry Into 
Tooth Powder Field 


New York, Oct. 12.—While major 
dentifrice advertisers have been 
putting forth promotional efforts in 
behalf of new liquid cleaners, Vick 
Chemical Company has been 
grooming a tooth powder for na- 
tional distribution, it was learned 
this week. 

According to Jerome Patterson, 
advertising manager, Vick has 
been feeling its way with its off- 
spring, known as Nutrox, with tests 
in Connecticut, Rhode Island and 
Virginia. Promotion has been lim- 
ited to contacting dentists in these 
areas and advertising in local dental 
publications. 

Nutrox is made by a patented 
formula. One advantage claimed 
for the powder is that it does not 
blister the gums, a failing common 
to some dentifrices containing sod- 
ium perborate. No indication was 
given of when the tests may be fol- 
lowed by a national campaign. 
Morse International is the Vick 
agency. 
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ADVERTISING AGE 


Br rAd: 


October 16, 1939 


—— 


Magazine Story 
Relates Rise of 
Young ‘Bill’ Benton 


Agency Head Retired 
at 36 to Seek Tasks Out- 
side of Advertising 


New York, Oct. 12.—The story of 
William B. Benton’s whirlwind suc- 
cess in advertising and his depart- 
ure from that field to assume his 
present position as vice-president of 
the University of Chicago, is told in 
an article by Arthur Brashears to 
appear in the Oct. 15 issue of This 
Week, called “Sequel to Success, the 
Story of a Boy Who Knew Where 
He Wanted to Go—and Went.” 

The article relates how, in 1922, 
“Bill” Benton stopped off in New 
York en route to Boston to enroll in 
Harvard Law School and wound up 
instead with his first advertising 
job with Lord & Thomas—thus be- 
ginning a career which led to the 
founding of Benton & Bowles in 
1929 and his subsequent retirement 
from advertising in 1936. The au- 


thor relates how Benton progressed 
from a $25-a-week beginner to a 
$12,500 a year junior partner of the 
George Batten agency at the age 
of 28, and how he returned to Lord 
& Thomas as a partner and assistant 
to the president at a $25,000 salary. 


Two Batten Men Team Up 


With Chester Bowles, who used to 
work with him at Batten, he formed 
Benton & Bowles just three months 
before the stock market crash of 
1929. Billings of the new agency 
were a mere $40,000 the first six 
months, but by 1936 annual busi- 
ness amounted to $15,000,000. 

With a $50,000 salary plus a share 
of the profits, “Bill” Benton was a 
phenomenal success at 36, where- 
upon he retired, although far richer 
financial rewards seemed his for the 
taking if he remained in the agency 
business. Instead, he chose to seek 
new challenging opportunities. 


To Chicago University 
He resigned from the agency, not 


knowing what he intended to do, | 


but hoping to find a job the chief 
reward of which would be a sense 
of worth-while accomplishment 
rather than money. He found that 
type of work when his old Yale 
classmate, Dr. Robert Hutchins, 
youthful president of the University 
of Chicago, persuaded him to accept 
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As many an agency and adver- 
tiser has it takes 
more than a studio and a trans- 


discovered, 


mitter to make a radio station 
that . The 


other requirements are almost 


can sell goods. 


too intangible to describe, but 
Free & Peters can tell you some 
of their results. 


Hence, mark this up as another 
of our services that’s available 
to any advertiser who wants it: 
Free & Peters can help you build 
a list of stations that will sell 


your goods—can help you to 
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the vice-presidency of the univer- 
sity. The article tells how Benton 
is applying the knowledge of radio 
which he accumulated in the agency 
business to his new job. The uni- 
versity radio program which drama- 
tizes the contributions of education 
to our life is under his direction, 
and he also plans to employ motion 
pictures to spread the same doc- 
trine. 


Cleveland Trust Wins 
Socrates High Award 


Cleveland Trust Company has 
been named winner of the Socrates 
High Award of the year for con- 
sistently effective advertising. 

The award is made annually by 
Bank Ad-Views, published monthly 
by Vincent Edwards Company, New 
York. Meldrum & Fewsmith, Cleve- 
land, is Cleveland Trust’s agency 
and Clifford Kroening, account 
executive. I. I. Sperling is the 
bank’s assistant vice-president in 
charge of advertising. 


Receives McGraw Award 


Ralph M. Walker, president of 
the Walker Electrical Company, At- 
lanta, has been awarded the James 
H. McGraw Contractor - Dealer 
Medal for 1939. The presentation 
was made at the annual banquet 
of the National Electrical Contrac- 
tors Association in Philadelphia. 


eliminate stations that haven't 
got what it takes—can do both 
jobs in advance, before you've 
paid your own good dollars to 


buy your own experience. .. . 


As pioneer radio-station repre- 
sentatives, Free & Peters have 
the knowledge and experience 
you want. As an organization 
that is working to build radio 
rather than to exploit it, we 
apply our experience in a way 
you'll like. 


us a ring? 


How about giving 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Picneer Radia Station Representatives 


CHICAGO NEW YORK 
180 N. Michigan 247 Park Ave. 
Franklin 6373 Plasa 5-4131 


New Center Bldg. 
Trinity 2-8444 


DETROIT SAN FRANCISCO 


One Eleven Sutter 
Sutter 4353 


650 South Grand Ave. 


Exclusive Representatives: 
COUOCRMEEDOT 40s «cess gebdne Buffalo 
WCKRY . oe Cincinnati 
SPs Davenport 
WHO . Des Moines 
WDAY ... Fargo 
WOWO-WGL .Ft, Wayne 
KMBC Kansas City 
OO, rrr Louisville 
WTCN Minneapolis-St. Paul 
. ao Peoria 
KSD St. Louis 
MOE Sécceuddanvunevened Syracuse 
Southeast 
wesc tame .Charleston 
Wis ,.Columbia 
WPT! ... Raleigh 
Wb " . Roanoke 
Southwest 
KGRKO . . Ft. Worth-Dallas 
Fra Oklahoma City 
KTUL . Tulsa 
Pacific’ Com | 

KECA .... Séeenacens Los Angeles 
KOIN-KAL EK 06s Ge .. Portland 
KSFO-KROW ....... San Francisco 

SEE. Se86bb0sbr evens Seattle-Tacoma 

LOS ANGELES ATLANTA 


Vandike 0569 Jackson 1678 


617 Walton Bldg. 
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CATCH-PHRASE KEYS EXPANDED CHEVROLET DRIVE 


Eye It - “Thy It- Bu 
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Ort pride quicken 
new Royal Clipper 


. first in performance 
with economy . . . first 
in modern features... 
first in all-round value! 
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Only Chevrolet Gives You 
Features 


Sty iyou'h 
yiieg ; you'lt get SODIES BY FISHER » new ExCLusive 


VACUUM POWER SHUFT. “THE RIDE ROTAA~ 

—~ Cheweatet's Perterind Knue-Actien Hany 
System’ ¢ SUPER. sheNT VALVE. IN MEAD 
ENGINE + PERFECTED Wr: DRAUUC BRAKES 
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SHOCKPROOF STRERING: 5 NEW Cavsras 
CLEAR ME TEST Sarety PLATE GLASS + NEw 
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Joining the parade of 1940 debuts, Chevrolet copy reveals the euphonic phrase 
that will key all promotion efforts during the coming year—' ‘Eye It, Try It, 


Buy It." 


The company’s advertising budget will be the largest since the peak 


year of 1929. 


Listesine ‘Teme to 
Comedy in Telling 
of Dandruff Aid 


(Picture on Page 1) 


St. Louis, Oct. 12.—In contrast 
with the serious “social” theme that 
has heretofore identified Listerine 
advertising, Lambert Pharmacal 
Company this week assumed a 
light-hearted air in opening a new 
drive designed to impress men 
with the application of the product 
as a dandruff remedy. 

Employing illustrations of car- 
toonist Rea Irvin, Lambert makes 
the point that dandruff sufferers 
who have been attempting to cam- 
ouflage their shame with light or 
neutral color suits, may return to 
the dignity of blue after an appli- 
cation of Listerine to their shedding 
scalps. 

“For a long time he didn’t dare 
wear it,” the copy states. “Against 
its blue background those telltale 
dandruff flakes stood boldly forth 
to stamp him as a careless man and 
humiliate him before others. But 
that’s all over now. He’s back to 
his blue suit again. A friend told 
him about the Listerine treatment 
and it brought him the same relief 
that so many others have praised.” 
Drawings show the joyful former 
victim standing in underwear, wel- 
coming his blue suit which is run- 
ning into his arms. 


Signed FTC Stipulation 


While the remainder of the copy 
describes the tests Lambert con- 
ducted to prove that Pityrosporum 
Ovale develops dandruff symptoms 
which Listerine antiseptic promptly 
relieves, spokesmen for the com- 
pany believe that the copy will sat- 


isfy the Federal Trade Commission, 
whose recent challenge of Listerine | 


claims resulted in the signing of an 
FTC stipulation. The comic theme, 
which is appearing in Collier’s and 
The Saturday Evening Post, is not 
expected to develop into an ex- 
tended series. Lambert & Feasley, 
New York, handles the account. 


Step Up Industry 
Drive 100%, Gas 
Expert Urges 


New York, Oct. 12.—An expan- 
sion of the gas industry’s three-year 
$1,500,000 advertising campaign was 
urged here today by James F. Pol- 
lard, president of the Seattle Gas 
Company at a meeting of the Amer- 
ican Gas Association. Mr. Pollard 
based his recommendation on the 
availability of funds for promotion 
at the present time. 

“We should increase our adver- 
tising at least 100 per cent this year 
and another 50 per cent in the near 
future,” he declared. “It isn’t a 
question of whether we can afford 
it. It’s a fact that we can’t afford 
not to do it.” 

Mr. Pollard was presented with 
the Charles A. Munroe award for 
having contributed most during the 
past year to the advancement of the 
gas industry. The citation was 
based on his activity in developing 
the current cooperative campaign. 


Haase to Vick; 


Forsakes Townsend 


Albert E. Haase has joined Vick 
Chemical Company, New York, 45 
assistant to A. T. Preyer. 

Mr. Haase, for many years man- 
aging director of the Association of 
National Advertisers, has recently 
been with the Townsend Advertis- 
ing Research Foundation, which ap- 
plies the Townsend copy evaluating 
system. 
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PRACTICAL BUILDER 


PRAC 


“If I had to choose, I would 


keep Practical Builder.” 
Henry A. Sonnet, Pittsburgh, Ps. 
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70.000 


TICAL BUILDER 


59 E. Van Buren St. - - - - - CHICAGO 
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ADVERTISING AGE 


rom your [Advertising ? 
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Sharpen your pencil... and 
figure this out for yourself — 


wk. 


The SOCIAL REGISTER 
of AMERICAN BUSINESS 


A partial list of Important Advertisers in The American W eekly 
during 1937, 1938 and 1939 


American Cranberry Exchange 


American Tobacco Co., The ompany 
a. Vaan Farmers Assn. Lady Father Compan y 
' E'VE been around this advertising Armour & Company Lament, Cari & Co. 
F * ° Bauer & Blac Lever Bros. Co. 
i business too long to think we can = Borden Con The on 
he : » tl Bourjoie Seles Corp. | eee 
startle anyone by claiming double action. Dra Myers Co Liga Myer Tobacco Co 
i All we're going to do is lay out some hard facts Bogen © Ceeen Debaene Corp, Laden's, Incorporated Co. tas. 
—and let you add up the answer yourself. ee se ee te 


y 
Metropolitan Life Insurance Co. 
National Biscuit Co. 


So first of all write this down: 


million of them— more than twice as many as Canning Peach Advisory Board 


82% of all the retail sales in the United States are any other magazine. Charis Gn — Shredded Wheat 
made in 3,165 urban places. Guee © Corporation Notional Radio — ‘ni 
: . ir orge Division, Borg- Warner Corp. 
And k f this: And in case you want to know whether these Dodge Bros Norwegian Canners Assn. 
; nd next make a note of this: Plymouth Norwich Pharmacal Co., The 
. ane y , 
‘ iii i “ under- $2,000 non-relief families are a market, Cloren Chemical Co. Ontario Travel & Publicity Burees 
n cities of over 000 — i . a pany, ‘an American Coffee Bureau 
f : f : ili . age wg eekly take a quick look at three facts: Colgate Palmolive-Peet Co. Paramount Pictures Corp. 
goes to twice as many families as any other magazine. Coshmere Bouquet Peck & Tilberd o 
alo mn) a ren 9 
In cities of 100,000 to 1,500,000 —The American 1. Almost 9 million automobiles were bought new in Aaneeg Pp Pennzoil Co., The 
Weekly goes to twice as many families as any other 1936-7-8. Compare that with 6 million families get- ent Pictures Corp. ot aby 
. magazine. ting $2,000 and over. om seaiete Refcing Co. Pinsapgte Producers Cooperative 
Jorning Glass Wo Assn., Lad. 
2 eas 2 al P bee = Cream of Wheat Corp. Plough, Inc. 
In — of 25,000 to a The —- Weekly 2. 12 million families own electric refrigerators. Com- Cudahy Packing Co . Potter Drug & Chemical Corp. 
j 9088 CO Swiss as miamy Hames £0 any Stner Eiagumne. pare that with 6 million families getting $2,000 and over. we hey me | Company ered te of 
In cities of 2,500 to 25,000 —The American Weekly arene? > Demuth & _ Wen Ra ~~ ay, The 
h goes to more families than any other magazine. 3. Urban families with incomes of under $2,000 pay Drackett Products Co., The Pure Milk Cheese Co. 
r about 4% billion dollars a year for food — urban — a Electric Appliance = Quaker Oats Company, The 
. “ye on . . , To » inc, Ralst P Co. 
. So far, so good, but what kind of families? Make families with over $2,000 incomes pay 3% billion Emerson Redio & Phono. Corp. Resinol Chemical Co. 
e a note of this: (Based on U. S. Consumer Purchases Study). Federal Life & Casualty Company Reynolds Tobacco Company, R. J. 
S . Firestone aes _ Co. Royal Lace Paper Works, Inc. 
- a , Fitch Co., ". W. Royal Typewriter Company, Inc. 
é There are 6,050,000 non-relief families through- __ But even that is not the whole story. The Amer- cone, aeetates ey Nye 
i. ‘ ‘ . . a a o or ompany . acho &- ampany 
out the country with incomes of over $2,000. The ican Weekly gives you the commanding size of a Pranso-Aasatioan Speahett Scott Paper Ovepany, 
‘ A js . rani ., Ine., 5. M. Sheaffer Pen Co., W. A. 
American Weekly goes to more than half of them color page twice as big as other magazines—at a Cea Senpeneien Stes Co, The 
° ‘ : zeneral Electric Co. Simo lompany 
—almost twice as many as any other magazine. cost of less than 3 cent per family. General Foods Corp. Slide Fasteners, in. 
Jell-O . Smith Brothers , 
: P Minute Tapioca Smith & Corona Typewriters, Inc. 
There are 19,000,000 non- We don’t have to claim double Conarel Bilis, Ine. Standard Brands, Inc. i 
: +4: . ° ‘ G al Flour Chase & Sanborn Co 
relief families with incomes action. We'll let the figures okt a Piteheens Veaut “ 
- y = = 2. ral Motors Corp. Sterling Products, Inc. 
of less than $2,000. The Sea Cock-A-Doodle-Doo! | __and The American Weekly it Bayer Ani 
_ vertising linage ia merican Weekly in the mont Chevro i : nesia 
ly American Weekly goes to 31/3 ef Qauherte 15 chesd el Ge ene mouth tn HB end — speak for themselves. Fioker Bady Ps A Mag 
Se continues the record of substantial limage gaine that Oldsmobile Tea Bureau, Inc. 
Q° have been made during the first nine months’ period. Pontiac Tide Water Associated Oil Co 
1g c Glover Co., Inc., H. Cla 20th Century Fox Film Corp. 
Great Atlantic & Pacific Tea Co Union Oil Co. of California 
Hecker Products Corp. United Artists Corp. 
= Heinz Co., H. J. United States Rubber Co. 
-_ 


Greatest 
Circulation 
in the World 


THEAMERICAN 
AWESKLY 


“The National Magazine with Local Influence” 


Branch Offices: Parmouve Buve . Curcaco 


Heaast Buoc.. San Faascisco.« Gevenat Moroes Binc 


5 Wistasor Sousar, Bostos 


. Dereon 


Main Office: 959 Eighth Avenue, New York City 


Aacavt Bioc,, St Lous Eorsos Bioe.. Lox Anceces 


Hanna Beoc., Crevetano 101 Manterrs Sr | Artants 


Hubinger Co., The 
Hudson Motor Car Company 
Hygeia Nursing Bottle Co., Inc. 


Van Camp Sea Food Company, Inc. 
Wander Co., The 

Warner Bros. Pictures, Inc. 
Warren Corp., Northam 

Weco Products Company 

Wesson Oil & Snowdrift Sales Co. 
Westclox 

Western Auto Supply Co. 
Westinghouse Electric & Mfg. Co. 
Wise & Co., William H. 

Young, Inc., W. F. 


Ingersoll-Waterbury Co., Inc., The 
International Cellucotton Prod. Co. 
lodent Chemical Co. 
Jergens Co., The Andrew 
Johnson & Johnson 
Kraft-Phenix Cheese Corp. 

Kraft Cheeses 
Miracle Whip Salad Dressing 


What $18,000 buys 
in The American Weekly 

A full page in color more than twice the size of any other magazine 

page in the world ... Over six and a half million families at a cost 


of less than ¥; cent per family . . the attention of the entire family 
instead of a single buying factor. 
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Real Blue Ribbon 
Back on Pabst 
After 22 Years 


(Picture on Page 39) 


Milwaukee, Oct. 11.—After break- 
ing the news to beer lovers of the 
Middle West last week, Pabst 
Brewing Company has extended to 
distant markets the newspaper cam- 
paign announcing restoration of the 
blue ribbon from which its brew 
derived its name. For 22 years, the 
ribbon has been printed on the foil 
on the neck. Under the new order, 
the actual silk ribbon is used. 

Copy appeared last week in Chi- 
cago, Milwaukee, Joliet, Gary and 
Hammond, supported by posters and 
window displays which were virtu- 
ally a reproduction of the newspa- 
per advertising. This week news- 
papers in Texas were used. The 
Pacific Coast will get the story 
about Oct. 20 and the Twin Cities 
Oct. 25. The campaign is spread- 
ing progressively as new stocks are 
made available. 

According to legend, the blue rib- 
bon on Pabst bottles came into be- 
ing as the result of an award at the 


Chicago Columbian Exposition of 
1893. The ribbon became such an 
outstanding mark of identification 
that beer lovers began to call for 
Pabst by that name, and ultimately 
the company succumbed to this 
fashion and formally named _ its 
beer, “Blue Ribbon.” 

Discontinuance of the blue ribbon 
was due to the war, when it was 
difficult to obtain silk, and the com- 
pany adopted the idea of printing 
the ribbon to simulate the original 
decoration. 

Large copy is announcing return 
of the blue ribbon, that in the Mid- 
dle West being in color. The head- 
ing tells of “A brand new bonnet 
with a Blue Ribbon on it,” and a 
pretty miss with a poke bonnet 
forms the illustration. Text ex- 
plains that “Now, by request, the 
silk blue ribbon again graces the 
Pabst bottle.” Virtually the same 
elements are used in supporting 
media. Lord & Thomas is the 
agency. 


Insurance to Bauer 


North American Mutual Life Cor- 
poration, Wilmington, Del., has ap- 
pointed Adrian Bauer Advertising 
Agency, Philadelphia, to direct its 
account. Magazines are being used. 
Joseph Green has rejoined the 
agency after a year with Barnes & 
Aaron, Philadelphia. 


Actor Fractures 
Cardinal Rule of 
Endorsers’ Club 


New York, Oct. 11.—The Testi- 
monial Club called a meeting today 
to decide whether Joe E. Brown, 
the famous screen athlete, had vio- 
lated one of its basic rules forbid- 
ding endorsement of competing 
products. The question was raised 
by appearance of a newspaper ad- 
vertisement showing Joe in the act 
of devouring a bowl of Post Toast- 
ies. In 1937, Joe widely proclaimed 
his allegiance to Kellogg’s Corn 
Flakes, as he joined the “Parade of 
Champions” a phase of Kellogg’s 
Chicago baseball sponsorship. 

In addition to featuring Joe’s vast 
oral cavity, the current Post Toasties 
copy calls attention to Brown’s lat- 
est Paramount epic, “$1,000 a 
Touchdown,” and urges readers to 
turn out in large numbers to see it. 


Two Sue Philco 


General Motors Corporation and 
Nash-Kelvinator Corporation have 
filed separate suits in the United 
States District court in Philadelphia, 
charging Philco Radio & Television 
Corporation with infringing four 
patents for devices for electric re- 
frigerators. 


ese, 


a 


Sree UST URE MRLEIONS of ocher baisy 
meo aod women all over the 
country,” says Joe BE. Brown, “I 
begin che dav rrgét, witira heaping 
bowlful of crisp, cranchy Post 
Toastics, “The Wakel’p Food 
You jast can’t beet Post Toesties 
t sant you off with a big gria in 
the morning” 


FOR ANOTHER TREAT. be sure eo see 
Joe E. Brown in Paramount's pro 
duction, “$1,000 A Touchdown,” 
«1 your favorite thestre. 


ne er) 


Of cream tomerrow moratng! 


HERE'S THE BUY OF BUYS 
—THE JUMBO SIZE! 


Delicious Post Toasties in the Jumbo-Sive Economy 
Package are one of the biggest vaines im corn flakes 
evet—16 © 18 generous servings at & new low price 
of not more than 10 cents! Get « package todey, and 
serve your family delicious Pow Toasties with milk 


P. S&S. Por an extre mreat, serve Post Toasties with 
tliced canned peaches —it's 8 marvelous combinations! 


——— 
—_., 


MAYBE HIS MOUTH DEMANDS BOTH 


7 AM. IN HOLLYWOOD!..anp Busy JOe E.Brown says-— 


core fabes with t.4 auth or cream! 


Joe E. Brown, formerly an advertising headliner for Kellogg corn flakes, has 
switched his allegiance to Post Toasties. 


Club to Seidenbaum 


Arcady Country Club, Lake 
George, N. Y., has appointed Wil- 
liam G. Seidenbaum Advertising 
Agency, New York, to direct its 
account. 


Hehmann Heads Club 


William F. Hehmann, Jr., Graham 
Paper Company, has been elected 
president of the Junior Advertising 
Club of St. Louis. 


To Meldrum & Fewsmith 


William F. Valentin has been 
named director of a new public re- 
lations service started by Meldrum 
& Fewsmith, Cleveland. 


Norge Advances Campbell 


H. M. Campbell has been named 
sales manager of Norge Heating 
and Conditioning Division of Borg- 
Warner Corporation, Detroit. He 
has been with Norge for the past 
five years. Roy B. Blanchard has 
joined the sales promotion depart- 
ment of the Norge Division. 


WISE Joins NBC 


Station WISE, Asheville, N. C., 
will become affiliated with the Na- 
tional Broadcasting Company on 
Oct. 19. It will be NBC’s 177th sta- 
tion and will be available as a bonus 
outlet to advertisers using Station 
WFBC, Greenville, S. C 


— | 


BUSINESS WEEK 
Says: 


“Since midsummer this Reserve district 
has come along with a rush... 
sion in payrolls in the capital goods in- 
dustries has been broad and swift. Farm 
income is improving as the result of the 
commodity rise, and the outlook for in- 
creased purchasing power here is about 
the best the country offers at the present 
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time.” 
5 A. M, That's when we greet the big “up and at ‘em early” 12:01 A. M. The KFH broadcasting day is done: 68% of the time Sept. 30, 1939 
audience of Kansas folks, and continue on a 19-hour weekday sponsored; 20% by CBS advertisers, 27% national spot, 21% local. 
schedule, 138 hours of which are commercial! What better One-third of our commercial time is bought by home folks, those 
testimonial to KFH effectiveness! who know us best! 
pneu coetaretuesmerece WE SA Y= Rock Island - Moline, Illinois are 
“x . . . . . . . 
'é Booming with activity—real sales producing activity 
MANHATTANG — “AWREye, —that qualifies Dispatch-Argus for EVERY national 
TOPEKAe e li h d | 
2 SALINA @ inage scnedauie, 
K a sc osomn New Car Sales Increase 31% Our rich farm trading area 


* 


HUTCHINSON® NEWTON during first 8 months of 1939. enjoys bumper crops at good 


— 


LWICHITA 282 new residences, 58% over prices. 

: first 9 months of 1939. Our four major implement 

@ PRATT @ CHANUTE * . J P ar 
INDEPENDENCE Quad City employment shows manufacturers face a buying 


ARKANSAS CITY. COFFEYVILLE @PARSONS 


a om an ee ee ene 


34% increase over same 1938 surge. 


+ + 


| PONCA CITY» e 8 period. _ Rock Island Arsenal key de- 
& er enio BARTLESVILLE ee Dispatch- Argus circulation fense production unit adding 
— j : TULSA \ reaches an all time high. men constantly, now 4,000. 
A o . 
a i oO K. L A. 44 Ky M A ‘ Over $15,000,000 of construction 
i a i projects under way to meet our 
Glenn D Gillett Field Strength Survey—1939 ying needs. 
a Map shows coverage to the .1MV/M line. iain liana 
There are 292421 radio homes in the AIREA of 
! ; : MR. SPACE BUYER: 
bl Al . . 
moc That Selling Station for KANSAS ; : 
Here’s Real Pay Dirt for Your Client 
| 
THIRD 
= LARGEST 
pe 5 MARKET 
ee. cnrnencomed IN ILLINOIS 
rte OUTSIDE 
| % J j ] c : ( ! T 4 CHICAGO 


Nat’l R~-o. The Allen-Klapp-Fraszier Co. 
Detroit 


DAY * 1000 NIGHT * CALL ANY EDWARD PETRY OFFICE 


New York Chicago st. Leult 
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October 16, 1939 ADVERTISING AGE 5 


Sone advertising men still profess to believe that markets are 
merely crowds. The fact is, people make crowds but it takes customers to make 
markets. Our Market Research Department can show you where the customers 


are among New York City’s crowds. 


, 46% of New York City’s population lives in below-average-income neighbor- 
hoods; 17% in above-average-income neighborhoods. Yet a typical store in an 
above-average-income neighborhood sells more of practically all nationally 
advertised products than a typical store in a below-average-income neighbor- 
hood. For many products, indeed, the total sale in above-average-income 


neighborhoods exceeds that in below-average-income neighborhoods.* 


New York City’s above-average-income families form only 17% of the popu- 
lation. But they account for about one-third of the sales of branded grocery 
products and an even larger percentage of the profits in this market. They are 
numerous enough to form a major volume market*Because they are served by 


fewer stores, and hence are more economical to sell, they are the most profit- 


able volume market in the city for generally advertised products. 


Picking customers out of New York City’s crowds is easy. When you advertise 


in The New York Times, you concentrate your advertising among customers so 


your advertising can concentrate on selling them. 


* Studies of the New York City retail sales of some 36 nationally advertised grocery 


ond drug store products ore available to interested executives upon request. 


The New Pork Gimes 


““ALL THE NEWS THAT'S FIT TO PRINT” 


ADVERTISING OFFICES « BOSTON «+ CHICAGO 
DETROIT + LOS ANGELES «+ SAN FRANCISCO 
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Business Curve to 
Continue Upward, 


Sales Chiefs Say 


Report All Indices 
Promise Continuation 
of Improvement 


New York, Oct. 12.—An upward 
trend in more than 100 different 
types of business was revealed here 
today upon completion of a survey 
among several hundred members of 
the Sales Executives Club of New 
York. Making due allowance for 
seasonal fluctuation, 68.4 per cent 
of the executives replied that the 
current trend of their own business 
is upward, 28.8 per cent noted no 
change, and only 2.8 per cent a de- 
cline. 

The poll was instituted by A. C. 
Monagle, vice-president of Standard 
Brands, and club president. Charles 
C. Stech, president of Stech & Co., 
and research chairman of the club, 
formulated ‘the questions and tabu- 
lated the returns. 

When asked what effect the Euro- 


* 


se el | hy Text 

Pa Shs. A ee ws 
Between a winning and losing ball team. a 
first and second horse, a profitable adver- 
tising campaign and a flop—there is often their desks. 
just a thin line. figure. 
$$$ Take your own advertising for the 
coming year. Real success or near-success? 
Some overlooked factor may be the 
vital ounce that will tip the balance. os. ier 
$$$ Suppose a big part of your WALL iG 
selling job is to win the approval of STREET 


higher executives of other compan- 


ies. Is your advertising really hit- 


ting those executives 


in their offices. where they buy and 


you sell? 


hitting them 


pean war has had upon their own 
business to date, 35.7 per cent re- 
plied that business has improved, 
54.9 per cent that there has been 
no noticeable effect thus far, and 
2.4 per cent that war has caused a 
decline. 


Hopeful for Future 


It was also revealed that the sales 


executives are highly optimistic as | 


to the immediate future. Only 4.7 
per cent expect a downward trend 
by the end of 1939, 74.6 per cent 
anticipate improvement, and 20.7 
per cent look for their own busi- 
ness to maintain present levels. 
Mr. Monagle and Mr. Stech ex- 
pect to poll the club membership 
of nearly 650 on other subjects of 
vital importance at periodic inter- 
vals, in an effort to take advantage 
of the unusual opportunity afforded 
by the club to sound out sentiment 
among a cross section of leaders 
from many lines of business. 


Hytronic to Marsh 


Hytronic Laboratories, Salem, 
Mass., has appointed H. A. Marsh 
Advertising Agency, New York, to 
handle its account, Vinton K. Ul- 
rich, advertising manager, an- 
nounced. The company will con- 
tinue trade paper advertising, with 
a possible expansion to other media 
shortly. 


JOURNAL 


Sears, Roebuck 


September Sales 
Set All-Time Peak 


(Continued from Page 1) 


That long-awaited boom in home 
| construction was also mentioned by 
Mr. Carney, but in a temperate 
fashion. “The general increase in 
home construction undoubtedly 
helped many of our departments 
and part of the increase may have 
been advance buying in anticipation 
of price rises. 

“However, I believe that the 
amount and effect of this sort of 
buying has been over-emphasized 
for the most part.” 


Rise Began in November 


The considerable increase over 
sales for the like 1938 period was 
explained in part, he said, by the 
1938 reduction in New England 
business following the September 
hurricane. More important, he 
added, was the fact that the down- 
swing in business which began in 
June and July of 1937 carried 
through into the early fall of 1938. 
It was not until November and De- 
cember of 1938, he recalled, that 
there were increases over 1937 fig- 
ures. 


tiers 
ae ba 


$$$ 86 per cent of all subscribers to one 
national executive-publication read it at 


No other even approaches that 


$$$ The one is The Wall Street Journal. 
And it gives you, per advertising dollar, 


more readers who are 


active management-execu- 
tives of industrial corpor- 
ations with assets of over 
$1,000,000 
other medium. 


than any 


$$$ Use it; be on the 
right side of the thin line. 


‘Big Business’ Trial 
Rivals Football in 
Indiana Limelight 


Government and Gen- 
eral Motors Look for a 
Long Hard Season 


South Bend, Ind., Oct. 12.—This 
busy Indiana city, more familiarly 
known as the place where pretty 
girls go on Saturday afternoons to 
cheer for old Notre Dame, billed an- 
other stellar attraction this week 
when Uncle Sam and the General 
Motors Corporation, plus three sub- 
sidiaries, locked horns in a court 
battle expected to last until Dec. 1. 

There are several points at is- 
sue. The immediate one is the in- 
dictment filed against G-M, its sub- 
sidiaries and 17 individual defend- 
ants, headed Alfred P. Sloan, chair- 
man, and William S. Knudsen, 
president. These indictments charge 
a conspiracy to control financing of 
General Motors cars by allegedly 
forcing dealers to use G-M’s wholly 
owned financing company, the Gen- 
eral Motors Acceptance Corporation. 

The government has charged that 
General Motors’ policy was unfair 
to independent finance companies 
and small banks, that it was a con- 


‘| spiracy in restraint of trade and an 


infringement of the rights of some 
18,000 General Motors dealers. 


Chrysler and Ford Watch 


The case actually involves Chrys- 
ler Corporation and Ford Motor 
Company as well. The government 
made similar accusations against the 
latter companies but consent decrees 
were signed and court action 
was avoided. These decrees, how- 
ever, were signed with the proviso 
that they become void if the gov- 
ernment loses its case against Gen- 
eral Motors. 

A broader aspect to the trial is the 
view taken by many that it consti- 
tues an offensive against all “big 
business” by the government. Pro- 
ponents of this theory also have 
ventured some conjectures as to 
why the trial is being held in a 
small city (pop. 104,000 in 1930), 
being heard by a jury of citizens 
from less urban areas and presided 
over by a judge from another, still 
smaller city, Danville, Il. 

No accusations are intended by 
these observers but the facts are 
mentioned in the light of their pos- 
sible psychological significance. In 
some respects this trial compares 
with the “oil conspiracy” case heard 
in Madison, Wis., last year. 

The government took the play 
away from General Motors in the 
first few days of the trial, present- 
ing testimony from several former 
dealers who recited examples of 
alleged coercion. The government 
also attacked the so-called dealer’s 
reserve system in which 20 per cent 
of the annual financing charge lev- 


—— 


ied by GMAC on the customer is re. 
turned to the dealer to protect him 
from possible losses on repossessed 
cars. 


Dispute Consumer Relations 


The government charged that this 
was a “pack,” an added cost to the 
buyer but known to him. Genera] 
Motors attorneys disputed this point. 
They were then asked to read from 
an instruction book prepared by 
GMAC for dealers in which “deal. 
ers were advised to refuse to di- 
vulge to customers the nature of 
the responsibility assumed by 
GMAC.” 

A General Motors’ witness, a for- 
mer employe of the company, testi- 
fied that nothing could be done by 
the company if a dealer refused to 
use GMAC finance facilities in auto 
sales. 


Testimony from Witnesses 


He was followed by government 
witnesses whose testimony sup- 
ported a variant opinion. Lewis I. 
Stewart, a former General Motors 
zone manager in Pittsburgh, told 
defense attorneys that he had never 
canceled a dealer franchise for re- 
fusal to use GMAC. He also denied 
that he had ever been forced to 
cancel contracts for this same rea- 
son. He told government attorneys 
that he was dismissed in 1933 after 
being called to Detroit by W. E. 
Holler, Chevrolet sales manager and 
one of the executives indicted. 

Mr. Stewart said that he was told 
on this occasion by Mr. Holler: 
“You don’t fit into the picture. 
You’re a softy. You’ve got to have 
ice in your veins if you’re going to 
work for this corporation.” 

Today two more auto dealers, 
formerly handling General Motors 
cars, told government attorneys of 
their difficulties with the company. 


Knudsen Solved the Mystery 


Fred Emich, who once owned two 
Chevrolet agencies in Chicago and 
Oak Park, said that his dealer con- 
tracts were canceled in 1936, and 
that William Knudsen, G-M presi- 
dent, was the only one who would 
tell him the real reason for the 
cancellation. 

Mr. Emich said that Mr. Knudsen 
told him: ‘“You’re a bad boy. The 
most important thing you’ve been 
canceled for is because you have 
not given at least 50 per cent of 
your business to GMAC.” 

F. L. Mendez, a former South 
Bend dealer, said that when he 
signed his first G-M contract he 
understood that he could finance 
time sales through any company. 
He said that pressure was brought 
to bear on him later and he 
switched his financing business to 
GMAC. 


A. J. FERNANDEZ 

Philadelphia, Oct. 11.—Alfonso 
Jose Fernandez, sales manager of 
the John B. Stetson Company, died 
in his home in a Philadelphia 
suburb last night. 
was formerly vice-president of the 
Curtis Publishing Company in 
charge of circulation. He resigned 
in 1935 to join Stetson. He was 43 
years old. 
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Aim at the Homes 


The Chicago Daily News 
with its Home Coverage circulation 


among Able-to-Buy families affords 


advertisers a profitable, economical 


‘scsi alrel ips 


approach to greater business 
in Metropolitan Chicago 


Aw is vital in successful advertising. For aim a 


ee 


determines whether a sales campaign is extrava- 


gant or economical, costly or profitable. 

Here in the nation’s second market, The Chicago 
Daily News has a concentrated circulation that 
has been proved by two independent and impor- 
tant surveys to parallel exactly Chicago’s pattern 
of buying power. 


Rich in tradition, rich in character, rich in 
reader confidence, this newspaper is alert to to- 
day’s publishing responsibilities. Its foreign 
correspondence is unexcelled. Its domestic re- 
porting is accurate and complete. It carries fea- 
tures that appeal to every member of the family. 
Because it serves the home...and does it with 


+ pateinh tinal de 


distinction... it has come to possess the most 
valuable circulation in Chicago. This newspaper 
ranks with America’s foremost in prestige as well 
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Your aim is right when you direct your adver- 
tising efforts through The Chicago Daily News 
...and into the homes. 


THE CHICAGO DAILY NEWS 


Chicagos HOME Newspaper 


[ WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO 
NEW YORK OFFICE: 9 Rockefeller Plaza + DETROIT OFFICE: 4-119 General Motors Building + SAN FRANCISCO OFFICE: Hobart Building 
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Radio Set Makers 
fo Continue Drive 
with Broadcasters 


Committee Named to 
Discuss Policy Questions 


with FCC 


New York, Oct. 12.—Joint pro- 
motional efforts between the Radio 
Manufacturers Association and the 
National Association of Broadcasters 
will be continued for the remainder 
of this year, it was decided here 
this week at a meeting of the RMA 
board of directors. A cooperative 
educational drive involving the two 
groups was launched last spring. 

The directors also recommended 
that manufacturers continue their 
promotion of receiving sets equipped 
with short-wave bands for direct 
reception of programs broadcast by 
foreign stations, and appointed a 
new committee to consult with the 
Federal Communications Commis- 
sion on questions of broad policy. 
Members are E. P. McDonald, Jr., 
Zenith Radio Corporation; David 


= 


Sarnoff, Radio Corporation of 
America; and James T. Buckley, 
Philadelphia Storage Battery Com- 
pany. 

RMA also voted to wage a strong 
fight against the five per cent manu- 
facturers’ excise tax on receiving 
sets, and to attempt to gain a post- 
ponement of the hearing on the 
subject set for next Tuesday by the 
Treasury Department. Bond Geddes, 
executive director of RMA, de- 
clared that the levy represented a 
$4,650,000 burden last year, and 
that the industry feels that radio 
sets should be classed as necessi- 
ties instead of luxuries. 


Stabilize Tube Market 


A series of recommendations 
which were not revealed, dealing 
with the proper allocation of tele- 
vision frequencies, were approved 
and will be submitted to the engi- 
neering department of the FCC for 
consideration. The board also took 
steps to stabilize the radio tube 
market, and accepted with a minor 
reservation the trade practice rules 
promulgated last July by the Fed- 
eral Trade Commission. 


Starts Modeling Service 
Nilah Brooks, Inc., has been 

established at 540 N. Michigan 

avenue, Chicago, as a modeling, 


fashion, styling and makeup service. 


97% of Moisture 
Eliminated in 
New Pipe, Claim 


Chicago, Oct. 12.—Elimination of 
97 per cent of the moisture which 
has plagued pipe smokers in the 
past will be promised by M. Link- 
man & Co., in a magazine campaign 
shortly to break for the new Holly- 
court. 


Caused by Condensation 


According to the company, mois- 
ture in a pipe is caused chiefly by 
condensation, due to uneven tem- 
perature and improper draft. Con- 
densation has been practically elim- 
inated in the Hollycourt by virtue of 
a grooved bowl which permits cir- 
culation of air around the tobacco 
at the bottom of the bowl. This 
circulation prevents packing and 
insures free draft and proper com- 
bustion of tobacco. The latter, in 
turn, results in elimination of a wet 
heel, held to be the source of the 
moisture. 


Files Bankruptcy Petition 

A voluntary petition in bank- 
ruptcy has been filed in the federal 
court in Buffalo, N. Y., by the 
Rochester Evening News, which re- 
cently suspended publication. 


George L. Hazen 


Big Town Stuff 


GEORGE L. HAZEN’S Waterloo, Iowa 
grocery is located 115 miles from 
Des Moines. 290 out of the 366 


families on Hazen’s customer list read one 


newspaper ... The Des Moines Sunday Register. 


HEN researchers last 

month turned up the exact 
fact that 79% of the families on 
his customer list were readers of 
The Sunday Register, George 
Hazen wasn’t much surprised. 
He already knew that in his 
home town of Waterloo 70% of 


the town’s 11,957 families read 
The Sunday Register. Over 80% 
of the 979,191 urban dwellers 
all over Iowa fall into the same 
classification. And as a plus 
bonus one-third of Iowa’s pros- 
perous rural families are also 
readers of The Sunday Register. 


The big URBAN Iowa market alone buys *94,125,000° 
worth of food products yearly . . . considerably 


surpassing such well known places as St. Louis, 


Minneapolis, Pittsburgh or even Cleveland. 


Tota! food purchases for lowa $136,880,000. 


DVERTISING moves goods 

throughout this urban Iowa 
when it is placed where all ur- 
ban Jowans can see _ it—not 
necessarily in accordance with 
wholesale distribution set-ups. 
To George Hazen, knowing the 
reading preferences and buying 


power of the 366 with whom he 
talks almost daily, it isn’t news. 

It will be news to some smart 
advertisers quickly recognizing 
the value of almost a million 
urban buyers inexpensively 
reached through one news- 
paper... 


THE DES MOINES SUNDAY REGISTER 


Milline rate $1.64 


335,303 6 Mo. A.B.C, 


fot ye urban living lowans read The Des Moines Sunday Register—constituting America’s No. 7 market—-retail sales volume $434,163,000. 


Built for Longer Life 


Priced tor Lawest Costs 


THE DIAMOND T WARRANTY * 


4 times as long 
20 times as far 


—_——y 


PERFORMANCE ASSURED IN TRUCK CAMPAIGN 


Diamonpb T announces 
the first and only trucks in the world 


— Guaranteed — 
for 100,000 miles 


posse: Or a full year 


nar 


DIAMOND T 


DIAMOND T MOTOR CAR COMPANY, CHICAGO 


A specific performance guarantee is the keynote of Diamond T's latest advertis- 
ing campaign. Copy asserts that this warranty is far more extensive than the 
standard of the motor car industry. 


Extended Warranty 
Is Basis of New 
Diamond T Drive 


(Continued from Page 1) 


interest in the new development. 
This schedule includes Business 
Week, Collier’s, Fortune, Life, Na- 
tion’s Business, Newsweek, The Sat- 
urday Evening Post and Time. Mag- 
azine copy and direct mail will be 
continued through 1940, the com- 
pany announced, adding that some 
local newspaper advertising may 
also be used. Copy for the trade 
appears in nearly all truck publica- 
tions. 

Preliminary work on the cam- 
paign, it was said, included a direct 
mail survey of all Diamond T own- 
ers and dealers to obtain informa- 
tion on their magazine readership. 
It was from this information that 
the general campaign was built. 


May Affect Entire Industry 


Diamond T officials pointed to the 
new warranty as a development 
which may have a considerable ef- 
fect in the industry. The company, 
they said, has gained a reputation 
for breaking with tradition when it 
seemed in the best interest of ef- 
fective merchandising. Among Dia- 
mond T “firsts” mentioned were 
style in truck design, all weather 
cabs, and many advances in engine 
| performance and chassis construc- 
tion. 

Roche, Williams & Cunnyngham 
is the agency. 


Special Section 
for Grocery Week 


Many newspapers will publish 
special sections during National Re- 
tail Grocers Week, Oct. 16-23, ac- 
cording to the National Association 
of Retail Grocers, Chicago. 


/special grocery section during the 
| 1938 observance, and copies of its 
|supplement have been distributed 


to newspapers throughout the coun- | 


try by the association. 


Luntzel with KDKA 


James R. Luntzel, former Chicago 
publicity man, has been appointed 
|director of publicity and public re- 
lations for Station KDKA, Pitts- 
burgh. 


Hayes Joins Frey 

Brice E. Hayes, formerly with 
J. Walter Thompson Company, has 
joined the copy staff of Charles 
Daniel Frey Company, Chicago. 


The Houston Post issued a heavy 


Promotes Foods Grown 
Along B & O System 


The Baltimore & Ohio Railroad is 
promoting products grown in sec- 
tions along the B & O System in 
its dining car menu. Every month 
another product is featured. Rich- 
ard A. Foley Advertising Agency, 
Philadelphia, is in charge. 


IF YOUR TIME 
MEANS MONEY: 


TWA TRAVEL 


COSTS LESS! 


ORDINARY GROUND TRAVEL — Often means 
whole days en route! Precious nights 
away from your family .. . valuable 
time lost from business. Incidental 
expenses mount up for costly meals 
and tipping. 


WHEN YOU GO TWA— Travel days are cut 
to short, exhilarating hours! Your 
longest trip is only overnight! You 
ride in clean comfort. There are no 
“extras’’ to pay... no tipping. Meals 
aloft are free! 


COMPARE: Chicago to New York takes 
16 hours by ground travel — only 
hours via TWA. Fare, $44.95, 


New York to Los Angeles— overnight 
via TWA's “Sky Chief.’’ You gain 
days! 2 other flights daily. Fare, 
$149.95. 10% discount on round trips: 


: 
/ 


Phone Travel Agent or TWA For 
Rates Anywhere. 


IT PAYS TO FLY 


Transcontinental & Western Air, ine. | 
Kansas City, Missouri AA-l 
Send Free Booklet about TWA's direct 
service to both World's Fairs with stop- 
overs at Grand Canyon, Boulder Dam= | 
or anywhere en route! 


Name 
Address 


SHORTEST, FASTEST COAST-TO-COAST 
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Necafeu BY THE rankrul Poag hf BY THE DROP 


’ The answer to that one: Newspaper Advertising! And the country’s big 
automotive advertisers* are the users of the eyedropper! 

Far be it from us to suggest How Much or How Often an advertiser 
should shout his wares in the nation’s press. But we would like to know what 
kind of selling job any medium can do for him with a schedule comparable 
to his use of 8 quarter-page newspaper advertisements spread over the broad 
span of 52 weeks? That is actually the way the average advertiser in the 


“JUST A FEW DROPS, PLEASE!” 


This is an analysis of the manner in which advertisers in 
the Automotive classification® used space in The Daily Okla- 
homan, morning and Sunday, during 1938. Averages for 
Oklahoma City are typical of those in other U. S. cities. 


Automotive classification filled his tank with newspaper advertising in Okla- Total Automotive Accounts*....... beeen 57 
homa City last year...and Oklahoma City is typical of cities throughout the U. S. Average number weeks represented... ..-........... 7.6 
There’s potent force in every drop of newspaper advertising. Why not Average number advertisements per year per account 8.3 
u 2 : a 
se that force by the quart, gallon and tankful? Why not apply the First Com hricitits tame one cba... 565.5 
mandment of Advertising to newspapers: “Tell your story as forcefully as pos- 
Average total linage per year per account....... .. 4891.0 


sible as often as possible,” which strangely enough, is compulsory in other media? 
“Gasoline & Oils, Passenger Cars (New), Tires & Tubes, Trucks & Tractors. 


This is one of a series of advertise- 
ments sponsored by The Daily Okla- 
homan and Oklahoma City Times in 
the interest of a better understanding 
between advertisers, advertising agencies 
and publishers. 


THE OKLAHOMA PUBLISHING 
OKLAHOMA CITY 
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Specialized Appeal 
Helps Aetna Solve» 
Farm Land Problem 


Succinct Copy, Slogan 
Result in Disposal of 
Foreclosed Property 


Hartford, Conn., Oct. 12.—That a 
subordinate phase of a large adver- 
tiser’s business can be as success- 
fully promoted by planned adver- 
tising as the major product for 
which it is known, is borne out by 
the experience of Aetna Life Insur- 
ance Company in marketing farms 
on which it has made loans and to 
which it is forced to take title. 

Ordinarily such properties are 
disposed of through real estate 
agents with little more advertising 
than mere listing of property and 
price, but Aetna, realizing that its 
stamp on farm advertisements and 
careful preparation of copy would 
enhance the salability of its offer- 
ings, last year inaugurated a test 
campaign that thoroughly merchan- 
dised its holdings. So _ successful 
was the response that this year the 
plan has been expanded, with grati- 
fying results. 


Local Opportunity Stressed 


Media used in the drive consist 
principally of daily newspapers and 
country weeklies. Authorized Aetna 
representatives in different locali- 
ties are invited to furnish the com- 
pany with details of about a dozen 
holdings in various price classes 
which they have for sale. These are 
incorporated by Aetna into adver- 
tisements built around the slogan 
of “giving the farm back to farm- 
ers.” Boxed in the general adver- 
tisement are Aetna’s “bargain 
farms,” described attractively by 
professional copywriters. 

Instead of illustrating the adver- 
tisement with a photograph of an 
actual farm, Aetna symbolizes its 
slogan by depicting a happy farmer 
holding a “hunk” of farm in his 
arms consisting of land, house, barn 
and field. The segment bears a tag 
reading, “ ‘Earmarked’ for immedi- 
ate sale.” Copy lists the benefits 
accruing from purchase of an Aetna 
“Earmarked” farm as rock bottom 


prices, easy terms, insurance, and 
fair and friendly treatment. 
According to Peck Advertising | 
Agency, New York, which prepared 
the campaign, the drive, begun in| 
June and supported by direct mail, 
has resulted in an increase of 60 per 
cent in the sale of farms thus far. 


Sponsors Broadcasts 
Supertest Petroleum Corporation, 
Toronto, is sponsoring all broad- | 
casts of inter-collegiate football 
games to be played in Molson Stad- 
ium, Montreal Little Stadium, Lon- | 
don, and Richardson Stadium, 
Kingston. Vickers & Benson, Ltd., 
Toronto, is the agency in charge. 


General Foods in 
Combination Pack 

General Foods Corporation, New 
York, has introduced Post-Tens, a 
new package which contains cartons 
of its entire family of cereals. 

The new _ cellophane - wrapped 
carton contains two individual 
packages each of Grape-Nuts, Post 
Toasties, Post’s 40% Bran Flakes, 
Grape-Nuts Flakes and Huskies. 


J. G. Wilcox Elected 


John G. Wilcox, circulation man- | 
| purchaser as to its nature, quality | 


ager, Hardware Age, has_ been 
elected chairman of the New York 
Circulation Round Table, composed 
of circulation managers of publica- 
tions that are members of the Asso- 
ciated Business Papers. He succeeds 
Arthur Cavanagh, circulation man- 
ager, Haire Publishing Company. 


ADVERTISING AGE 


Seek Regulation 
of Gasoline Copy 
in Oklahoma City 


| Oklahoma City, Oct. 12.—Charg- 

ing that much retail advertising of 
|gasoline and motor oil is mislead- 
ing, Councilman L. I. Baker has in- 
troduced an ordinance making it 
unlawful for any filling station to 
advertise any motor vehicle fuel in 
a manner “calculated to deceive the 


or identity.” While the measure is 
intended primarily to regulate news- 
paper advertising, it applies to any 
other type of promotion undertaken 
by dealers. 

The new measure provides that 


- — ——E 


ey" 


all advertising stating the price of 
gasoline must also indicate whether 
this price includes taxes, and it 
must name the brand of the fuel 
offered at this price. All letters 
and figures in such advertising must 
be of the same size except that 
fractions may be of half size. The 
same general restrictions apply to 
radio advertising. 

A fine of $19 and costs is pro- 
vided for violation, the measure 
stipulating that each day of display 
shall constitute a separate offense. 


Odora Names Salzman 


Odora Company, New York, man- 
ufacturer of fibreboard closet prod- 
ucts, has appointed Hal A. Salzman, 
New York, as publicity and promo- 
tion counsel. 


— 


* 
Yankee” Names Holbrook 
Yankee Magazine, Dublin, N. H. 
has appointed Charles S. Holbrook. 
formerly with McGraw-Hill Pub. 
lishing Company and Stage, New 
York, to take over its New York 
management as the first in a series 
of steps planned to establish the 
publication as a national medium. 
Mr. Holbrook will be assisted by 
Macfarland & Heaton, New York. 
publishers’ representative. 


Kress Uses Newspapers 


Kress & Owen Company, New 
York, is using metropolitan news- 
papers in New York and Philadel- 
phia and spot radio in a seasonal] 
campaign for Glyco-Thymoline 
cough drops. Peck Advertising 
Agency, New York, directs the ac- 
count. 
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Method Developed 


New York, Oct. 12.—A new 
method of recording and reproduc- 
ing electrical transcriptions for use 
by radio stations has been de- 
veloped by the electrical transcrip- 
tion service of the National Broad- 
casting Company in cooperation 
with the engineering laboratories 
of RCA Mfg. Company. 

Called the Orthacoustic recording 
system, the development was 
sehieved by utilizing about 30 pat- 
ented proceses which have been 
eonfined heretofore to the labora- 
tory. Advantages claimed for the 


OU might expect this sort of thing with a new maga- 


lown a quarter of a million newsstand increase in the 
ast 3 months. More and more women are stepping 


» and asking for this magazine they believe in. If it’s 


when the Journal comes out. 


by NBC and RCA 


ne! But the Journal has 56 years behind it—and 


Yomen are still clamoring for it. The Journal has 


Feason you want— we point again to the fact that this 


one magazine is edited solely for women, Result: The 


URNA 


THE MAGAZINE WOMEN BELIEVE IN 


New Transcription b~ method include a new high | Exhibit Service Opens 


fidelity quality of reproduction, less | 
distortion particularly at high fre- New York, has been established 
quencies, less background noise, | with offices at 7 W. 44th street. The 
natural reproduction of speech, and | new company will act as an agent 
improved tone fidelity in the repro- | for exhibitors who do not have ex- 
duction of music. | hibit departments within their or- 


, _ |ganizations. William A. Foxen, for- 
NBC and RCA engineers claim | merly with the Museum of Science 


that the system constitutes the first and Industry, New York, heads the 
important development since the in- | company. 


troduction of electrical recording an cea 
in 1925. Only minor adjustments BBDO Adds Two 
Edward A. Cashin and William L. 


are necessary to use the Orthacous- 
tic method with present reproduc- Robinson have been appointed ac- 
tion equipment. count representatives in the Minne- 

Letters announcing the new de-| apolis office of Batten, Barton, Dur- 
velopment, together with a _ test|stine & Osborn. 
record made by the new process | formerly manager of the Minneap- 
have been mailed to all radio ste- olis office of Barron G. Collier, Inc., 


. ; : : and Mr. Robinson has been asso- 
tions in this country and in Canada. | ciated Mills. 


Exhibit and Research Service, 


with General Inc. 


Mr. Cashin was} 


| 
| 


McVittie Elected 

A. A. MeVittie, Denver restaurant 
operator, was elected president of 
|the National Restaurant Association 
at its recent Chicago convention. 


He succeeds Roy W. Cooley, Evans- | 


| ton, Ii. 


Fodor Art Adds Levant 


David D. Levant, formerly with 
| Screenland Fashions, New York, has 
joined Fodor Internationa] Art 
Studios, New York, as director of 
sales. The office has been moved 


|to 171 Madison avenue. 


To “Bride’s Magazine” 

A. Starke Dempewolff, formerly 
Eastern advertising manager of 
| Stage, New York, has joined the 


sales staff of Bride’s Magazine, New 
York. 


| 
} 


NEW WINTER TIRE 


First and Only Tire of its Kind! 


Be wahe thy 
i ee 


have che bind of tract arte you've 
eneral Lire grees wow 2 tare feo 


A campaign, telling the story of its new 

cleated winter tires, will be opened in 

the Nov. 4 issue of The Saturday Even- 

ing Post by General Tire & Rubber Com- 

pany. D'Arcy Advertising Agency, Cleve- 
land, is in charge. 


Loss Leader Act 
Hit by N. J. Court; 
Appeal Planned 


Newark, N. J., Oct. 12.—Consti- 
tutionality of the loss leader act 
sponsored by all branches of the 
grocery industry will be determined 
by the Supreme Court of the United 
States, it was announced here fol- 
lowing two adverse decisions. 

The latest of these was handed 
down this week by the Bergen 
County Circuit Court, which upheld 
the ruling of a lower tribunal, 
guashing an indictment charging a 
retailer with a misdemeanor. 

The Circuit Court said enactment 
of proper legislation to insure fair 
trade practices “undoubtedly” is 
within the police power of the state, 
but that the legislature’s determi- 
nation of what constitutes a proper 
exercise of its power “is not final 
and conclusive.” 

The loss leader act, also known 
as the unfair sales act, forbids the 
| sale of any product below cost, this 
figure including overhead. 


Ferguson Heads Club 


Donald A. Ferguson, of S. L. Bird 
& Sons, has been re-elected presi- 
dent of the Detroit Display Club. 
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Crusading Against Big Business 


Comments of government counsel 
in the conduct of the anti-trust 
suit against General Motors Cor- 
poration now under way at South 
Bend, Ind., involving the policies 
and methods of the corporation in 
handling instalment sales, have in- 
dicated that the case will be used 
as a spring-board for a crusade 
against big business in defense of 
small business and the public. 

This isn’t especially new, for the 
attitude of the administration at 
Washington has been for some time 
that big business is in itself bad, 
and that it is socially undesirable 
to permit the unrestrained develop- 
ment and control of the tremendous 
economic power inherent in the 
large corporations which  repre- 
sent such a huge segment of the 
entire financial and industrial oper- 
ations of the United States. 

But because it isn’t new is no 
reason why the management of big 
business should disregard it. It is 
particularly important at this time, 
when the threat of war brings with 
it the prospect of the most severe 
regulation and _ regimentation of 
business ever experienced on this 
side of the Atlantic, that business 
in general and big business in par- 
ticular see the situation clearly and 
adjust all policies required to meet 
it. 

It is true that big business has 


some vulnerable aspects, but it is 
also true that in general there is 
comparatively little room for the 
sort of muck-raking which was 
justified during the Roosevelt I era. 
The real basis for attack now is 
not so much alleged corruption of 
management, but the social and 
economic results of a heavily cen- 
tralized control of our industrial 
system. 

The problem is primarily one of 
justifying the present economic set- 
up. It can be justified in terms of 
more and better products at lower 
prices, based on continuous re- 
search with a constantly higher 
standard of living as its goal; of 
better stabilization of employment, 
with consequently wider distribu- 
tion of the national income; and 
of supplying complete facilities for 
national defense, through the most 
efficient industrial machine ever 
created anywhere in the world. 

This kind of justification is sound, 
and it can be expressed in many 
forms in the advertising of the large 
companies whose position is under 
attack. Both in advertising of a 
specific institutional or public rela- 
tions character, and in product ad- 
vertising which tells the story of 
the results of successful research, 
the service of big business to the 
public should be not merely sug- 
gested but demonstrated. 


Heavy Industries Come Back 


The most encouraging aspect of 
the general business situation is the 
vigorous come-back being made in 
practically all divisions of the 
heavy industries field. This is the 
section of American business which 


has lagged throughout the period | 


of depression and partial recovery. 
It is the one department of the na- 
tional business picture which has 
been responsible for most of the 
unemployment and most of the cap- 
ital losses. 

Increased business volume, based 
partly on normal recovery and 
partly on the stimulation of war de- 
mands, present and prospective, has 
changed the outlook in many of 
these industries in dramatic fash- 
ion. The railroads, 


dustry that little hope for their ul- 
timate recovery was held out, are 
finding that increased traffic vol- 


ume is doing wonders to improve | 


their condition and prospects. The 


railroads are actually beginning to| 


buy in large volume, ordering loco- 
motives, cars, rails and 
nance materials in a way 
cent of the booming °20’s 


reminis- 


which for a| 
time appeared to be such a sick in- 
| vertising of 


mainte- | 


The utilities are likewise releas- 
ing the dormant buying which has 
been indicated by volume but held 
back by psychological factors. Now 
the expansion of generating and 
transmission facilities clearly justi- 
fied by the demands of industry and 
the public is getting under way. In- 
dustrial construction is accelerating 
its pace as manufacturers prepare 
to expand to take advantage of 
present demands and _ prospective 
war-time requirements. All along 
the line the story from the heavy 
industries is one of increased ac- 
tivity. 

Not only does this situation make 
the outlook for industrial advertis- 
ing brighter than it has been in 
more than ten years, but it provides 
an excellent base for increased ad- 


consumer products 
|The great industrial centers, which 
have suffered because of the below- 
normal status of their primary 
sources of employment and pay- 
rolls, will see a sharp increase in 
retail buying of all kinds. A sound 
base for good business and good 
| advertising is rapidly being estab- 
lished 
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The Last Refinement |comparative word flurry as worthy 


A. Ward Palmer, Jr., of Coleman | 
Todd & Associates, sends us the en- | 
closed preprint of a business paper 


fet 


| 
| 


only for describing a nervous tremor | 
of a molecule. 
“Yet, if a writer of advertisements | 


abandons the normal forms of ex- 
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| pression 


advertisement the 


for 
agency’s clients, and we reproduce | 
it here as a reminder of the inter- 
esting things you can find in the 


business press if you look hard 
enough. While the illustration and 
the subject matter may seem a lit- 
tle morbid to those of you who see | 
bright, smiling faces popping out of 
toothpaste and cereal advertise- 
ments, the photograph tells a story | 
of considerable importance to fu- 
neral directors who are concerned 
with all the subtle nuances of their 
art. 


When Words Fail 

S. D. Warren Company has pub- | 
lished a booklet called, “‘Words by 
Mr. Webster (with alterations) ,” 
which naturally is designed to help 
sell Warren papers, but which also 
contains such an interesting exposi- 


|} tion on the use of words in adver- 


tising that we can’t resist quoting 
the following sizable portion: 

“When, as a result of repeated 
misuse and consequent discount- 
ing, the words giant, mammoth, and 
gargantuan come to mean merely 
small, medium, and large, no writer 
of advertising enjoys the necessity 
of describing his product as small, 
and thus implying that it is virtu- 
ally microscopic. And when re- 
peated misuse causes the word 
crisis to be understood to mean 
merely a minor local commotion, a 


| writer might hesitantly reject the 


| But the majority of readers. . 


|just another one of those things. 


in favor of ‘blown-up’ | 
words, he enters an_ inflationary 

6a P P | 
competition that eventually impairs 
his sense of scale.’ Ultimately, if | 
charged with the task of describing 
a product that is all right if used in 
the proper place, he believes that, 
with allowance for anticipated 
reader discount, an adequate de- | 
scription must read— 

“*This sensational invention is rev- 
olutionizing manufacture through- 
out the United States and the world.’ 

“Possibly, a small number of peo- 
ple may read such ‘blown-up’ 
words and interpret them literally. 
Another small number of people 
may read the words, and clip copies 
of the advertisements for joyous 
presentation at the next meetings 
of their respective consumer groups. 
. may 


be expected to regard this new sen- 
sation (if they regard it at all) as 


“And except for the few readers 
who are bent on saving all of the 
others from the effect of overstate- 


ment in advertising, nobody (or 
| practically nobody) will be dis- 
turbed about the incredibility of 


the ‘blown-up’ words—because some 


degree of incredibility in advertis- 


ing is expected and allowed for 
(which is, of course, too bad), and 
when incredibility is complete and 
obvious, nobody gives it much 
thought. 

“However, so long as large num- 
bers of readers of advertisements 
make good-natured allowance for 
the practice of ‘blowing up’ words, 
there is some reason to wonder if 
‘blowing up’ produces any effect 
beyond that of confirming the popu- 
lar habit of discounting.” 


Jottings 

Unusual effort to build a continu- 
ing audience for advertising is be- 
ing made by Veeder-Root, Inc., 
maker of counting devices. In the 
Oct. 2 issue of Newsweek, its page 
explaining Veeder-Root’s somewhat 
obscure relation to the cost of man- 
ufacturing shoes winds up with this 
invitation: “On this page, Oct. 30 
Read how Veeder-Root helps to 
give you ‘safe-deposit’ for your lug- 
gage.” 


—— 


Information 


for 


Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1552. 
ket. 


Bakers Weekly shows, in this in- 
teresting new brochure, how it 
covers the bakery front. News, fea- 
tures, services and testing laboratory 
set-up are described and illustrated, 
and coverage of the market is han- 


Key to the Bakery Mar- 


| dled in detail. 


No. 1553. 1939 Annual Grocery 
Products Survey. 


Fifty-four classifications of gro- 
cery products are tabulated in this 
study, issued by The Sacramento 
Bee, which records distribution and 
sales position of these items in 50 
Sacramento groceries. 


No. 1554. What Is Saturday Night? 

Newspaper, or magazine? is the 
question occasionally raised, accord- 
ing to this booklet issued by Satur- 
day Night, Toronto. The booklet 
doesn’t claim to classify the period- 
ical, but provides a lot of informa- 
tion about its editorial formula, 
advertising volume, coverage and 
readership. 


No. 1528. KFH—That Selling Sta- 
tion for Kansas and Northern 
Oklahoma. 

Interestingly and profusely illus- 
trated, this new brochure issued by 
Radio Station KFH, Wichita, pro- 
vides a thorough study of the Wich- 
ita trade territory—the station’s in- 
tensive coverage area. Details are 
given about the section’s diversified 
industries and the buying power 
they create, and also about the sta- 
tion’s programs and the people be- 
hind them. 


No. 1532. How We Keep House. 


Reader-Editors of Woman’s Home 
Companion, a cross-country group 
of readers of varying incomes and 
ages, who function in an advisory 
capacity, supply the information on 
housekeeping methods contained in 
Reader-Editor Report No. 25, issued 
by the Companion. What they use 


to clean silver, lamps, pewter, win- | 
dows, how often they do or have 


done the various cleaning jobs of 
the household, form some of the 
many tabulations. 


No. 1540. Every Reader a Customer. 


In this brochure The Family 
Circle offers a concise but thorough 


/summary of facts on its distribution, 


merchandising services, copy test- 


ing facilities and evidences of reader | 


interest. 


No. 1536. Pacific Coast Markets. 


Sunset Magazine, San Francisco, 
has issued this booklet which con- 
tains an analysis of its circulation 
in California, Oregon and Washing- 
ton by counties and towns. 


No. 1526. The Inside Story of the 
Outdoor Man. 


This reader survey, issued by 
Hunting & Fishing-National Sports- 
man, reveals the purchasing powe! 
buying habits and general activities 
of the publications’ reader families 
The study shows an extensive mar- 
ket for all types of general con- 
sumer products, as well as for 
sports equipment. 

No. 1547. The Kansas Radio Aud 
ence of 1939. 

Radio Station WIBH, Topeka, h@* 
issued this report of a study by H 
B. Summers, of Kansas State Col 
lege. The survey covers set owner 
ship, economic status of families 
terviewed, listening hours, and st 
tion and program preferences, Wl™ 
all of the material tabbed for ¢* 
reference and illustrated wit! 
graphs, charts and maps. 
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ce increases on all types of fur- 
» were reported due in the, 
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MODERN MAGAZINES 


MODERN SCREEN - SCREEN ROMANCES - MODERN ROMANCES 


The Widelle Class Gproug 


149 PASSE AVENUE, NEW YORK, N.Y. 
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SPOT NEWS COPY 


PHILS SLAP DOWN REDS 
IN CRUSHING SET-BACK 


FATHER & SON SHOE STORES ARE LOCATED Al 


Comes, Pena 
‘ 


Lamcasrae Pa 
sar oon ot 


san * 
ALLENTOWN 
Hom ot 


Layouts of this kind were tested during 

the baseball season by Father & Son 

shoe stores and found to be effective. 

The technique will be followed for foot- 
ball and other sports. 


Coleman Heads Southern 
Circulation Managers 


Charles Coleman, The Atlanta 
Georgian and Sunday American, 
has been elected president of the 
Southern Circulation Managers’ As- 
sociation. 


Other officers include J. B. Lee, 
Florida Times-Union, first vice- 
president; Horace Powell, Atlanta 


Journal, second vice-president; Don 
R. Davis, Birmingham News and 
Age-Herald, secretary, and R. J. 
Sudderth, Chattanooga Times, 
treasurer. 


G-E Advances Two 


H. J. Deines, formerly on the 
transportation advertising staff, has 
been named publicity representative 
of General Electric Company in the 
New York district. C. E. H. Pal- 
mer, formerly of G-E’s Newark of- 
fice, has been appointed manager 
of the New Haven office. 


Small to Buchanan 


Edward Small Productions, Holly- 
wood, has appointed Buchanan & 
Co., New York, to direct advertis- 
ing for its motion picture produc- 
tions. Newspapers and magazines 
will be used. 


ae 
ie 
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Sport News Photos 


Win Success 


for Shoe Campaign 


Philadelphia, Oct. 10.—The Father 
and Son Shoe stores here have 
scored so successfully with a sum- 
mer newspaper campaign featuring 
sport news pictures that it will be 
continued through the fall and win- 
ter. 

When the baseball season began 
|this spring, Father and Son copy 
|made use of photographs taken at 
itraining camps and, later, on the 
_playing field here. Copy appeared 
lin the Philadelphia Inquirer and 
|the pictures were snapped by In- 
quirer cameramen. Both major 
league teams here were covered. 

Testimonials were not involved. 
Captions for each picture were 
treated in newspaper fashion. Fol- 
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lowing was a list of 25 Father and 
Son shoe stores. This company, in- 
| cldentalty, is a subsidiary of the 
|Endicott Johnson Shoe Company, 
| Endicott, N. Y. 

| Future plans involve the use of 
{sport shots of football, basketball 
land bowling. Timeliness is con- 
| sidered extremely important in the 
| use of these photographs, and this 
‘factor presents one of the biggest 
problems in the campaign. 


Attends Home Games 


During the baseball season, W. S. 
/Cahall, of Cahall Advertising 
Agency, handling the account, at- 
|\tended every home game. Action 
|shots were taken during the first 
| three innings, then rushed to the 
newspaper offices. Mr. Cahall left 
at the end of seven innings and 
went to the newspaper office for in- 
|spection of the prints. 

| Those selected were captioned and 
put into the advertisement. Proofs 
| were also pulled from the first 
press run and sent to each store 


for use the following morning as a! 


| tie-up with the appearance of copy 
‘in the newspaper. 

Current activity will necessarily 
be concentrated on those football 
games played Friday, in order that 
copy will appear in Saturday edi- 
tions. 

Easier to secure 
ment of timeliness were the neces- 
sary releases from players. Ac- 
cording to Mr. Cahill, total expense 
has not been more than $10. The 
ball players, said Stan Baumgarten, 
one of Mr. Cahall’s assistants, were 
quite decent about not accepting 
payment when they learned that it 
was impossible to pay all 23 players 
for releases when perhaps only four 
‘or five would appear in the copy. 
The few players who refused to 
give releases didn’t appear in the 
| pictures. 


Penman in B. C. 


| Harry G. Penman has established 
,an advertising agency in Victoria, 
|B. C., under his own name. He has 
| been in advertising and promotion 
in Seattle for 20 years. 


than the ele-| 


es 


General Foods Names 
Four Vice-Presidents 


General Foods Sales Company, J 
New York, has appointed four new 77 


vice-presidents: Mrs. E. B. Myers. 
Clarence E. Eldridge, Ray MM. 
Schmitz and James Ingram 3rd. 

Mrs. Myers is merchandising 
manager for Calumet baking 
|powder, Swans Down cake flour, 
'Sanka and Kaffee Hag coffee, Certo 
and Sure-Jell. Mr. Eldridge is mer- 
|chandising manager for Post Toast- 
\ies, Post’s 40% bran flakes, Grape- 
Nuts, Huskies, Whole Bran shreds 
and Post-O. Mr. Ingram holds the 
same position for Postum, La 
France, Satina and Log Cabin 
syrup, and Mr. Schmitz for Jell-09 
products. 


Guild to Begin Courses 

_ American Advertising Guild, New 
| York, will offer courses in copy, 
/production, sales promotion § and 
merchandising, and publicity dur- 
ing the fall term, beginning Oct. 23 
|The cost of each course of six ses- 
| sions, with one session a week, is 
|/$2.50 for Guild members and $5 
| for non-members. 
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a fog that has obscured radio 


Never before had there been 


in every city in the U.S. of 2: 


To make another survey isn’t necessarily 


news. But this one literally rolls away 


a measure- 
ment of network listening habits of people 
5.000 and 
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Program ratings now have a new meaning...one discovered in the 
most penetrating circulation survey ever made—a survey which 
proves the Red’s regular listening audience of 22,000,000 families 
is greater than any other network’s—and which also reveals that 
13,000,000 families “listen most” to the Red! 


for vears! 


over...in addition to the cities where lead- 
ing networks have stations. 

Plus that, the research delved into one 
out of five of all rural counties from coast 
to coast, adding to the findings among 


that part of the rural audience living near 


Program ratings have a 


for NBC 


the cities where large stations are located. 
“The Other Half” Talks! 
From this remarkably complete survey. 
facts were found which no advertiser ca! 
profitably ignore. Facts which will surpris 


those who have judged network values b) 


program 


national 


ratings...and prove the error ol 


. . . ; 
projecting, on a national plane, rating 
, ‘ —- . J 
made only in station-cities. Also facts base? 
on the testimony of “The Other Half” of the 


radio audience — the 51% of the 


country’s radio owners neverbefore studied: 
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Purchase Paint by 
‘Prescription’ Is 
Glidden Theme 


Cleveland, Oct. 12.—Glidden 
‘ompany, paint manufacturer, has 


‘than 1,000 color combinations. 


+ 2 new merchandising course for | 
nis industry with the opening of a | 


Color Center” here, a store de-| by any Glidden dealer. Emphasis is 
‘bed as one intended for “retail- | placed upon color and the right com- 


»« paint on a prescription basis.” 


Newspaper copy and direct mail | 4), paint itself. 


» being used to advertise the inno- 


ation and Glidden expects to open | the store by animated window dis- | 


imilar establishments in other cities | 


¢ this proves as successful as initial 


S esults indicate. 


Consumer Service Is Objective 


Consumer service, rather than im- , booklets have also been mailed to, 
mediate retail sales, is the objective | all applicants for building permits. 
Indeed, no|A newspaper campaign will run 
cales are made in the store whatso- ‘through fall, winter and spring to 


Color Center. 


the 


ever. On display are over 400 
painted scale models, depicting in- 


} terior and exterior finishes in more 


A| Atkinson Named 


corps of color experts is on hand to vV. E. Atkinson, Jr., has been ap- 


personally —— ques pointed California representative of 

tions on paint problems. 'Addisplay, with headquarters at 58 

Sutter street, San Francisco. Addis- 

Experts Lend a Hand 

oe p juct display service provided by 

The authorities prescribe the | newspapers for the improvement of 

proper paint treatment, write a pre- | food store advertising. A total of 

scription for the right color and | 130 newspapers in the Pacific North- 
quantity of paint which can be filled | west are using this service. 


Joins Pacific Mills 

Auguste Richard has been ap- 
pointed vice-president of Pacific 
Pedestrian traffic is attracted to| Mills, New York, in charge of sales 
and merchandising. He was for- 
merly president of Spool Cotton 
Company and was also head of 


bination of colors, rather than upon 


plays and talking signs. A direct 
mail aga has been launched to Crown Fastener Corporation, New 
enlist cooperation of architects, | york. 

builders and painting contractors in | 
the Cleveland area. Descriptive | 


John M. Sweeney Company, Bos- 
| ton, has been named to represent 
\the Herald, Everett, Mass. The 
company has also been appointed 
New England representative for 
| Woodyard Associates, which repre- 
,sents weeklies. 


build general consumer interest. 
Meldrum & Fewsmith is the agency 
in charge. 


play is a new copy layout and prod- | 


To Start New Station 
in Fort Myers, Fla. 


| 

| Application of Fort Myers Broad- 
/casting Company, Fort Myers, Fla., 
for a radio broadcasting station per- 


Communications Commission. 


The station will operate on a fre- | 


|quency of 1,210 kilocycles and will 
have a power of 250 watts in the 


| daytime and 100 watts at night. 


} 


Cordele Dispatch to 
Operate Radio Station 


pany, Cordele, Ga., has been granted 
permission by the Federal Commu- 
nications Commission to operate a 
radio station on a frequency of 1,500 
kilocycles, with a power of 250 
watts during the day and 100 watts 
/at night, unlimited time. 


Adds Brinkman 


Carl Brinkman has joined Meer- 
mans, Inc., Cleveland agency, as 
vice-president. In the advertising 
field for 19 years, he was formerly 
president of his own agency. 
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Cold figures talk... Dentifrice makers, in the first eight months of "39, invested 


$1,271,922 in NBC RED Network time 


new meaning 


$409,761 more than any other network! 


-edl NETWORK advertisers! 


\ 


| to give them a factual presentation 
chy and how radio works the way it 
s. A survey that shows them the im- 
portance of the fundamentals of radio 


ty 


| listening habits to the curve on a sales 
irt. It shows how to judge networks on 
inparable circulation basis ...why day- 


lhl 


ertising men tell us this survey is the 


lismission...the relation of millivolts 


night-time coverage are so vastly dif- 
‘erent...why a C. A.B. rating on the Red 


‘eluwork means a greater nationwide audi- 


ence for a program than precisely the same 
rating on another network! 

You « 
Red 


leading 


It will pay you to hear this story 


We are eager to visit your office and show 
you the results of this survey. We think 
you'll agree that the proof it offers of the 
Red’s superiority can mean only ene thing 
to advertisers on the Red —=more sales. 
That, we believe, is why 79 national ad- 
vertisers last year spent over $31,000,000 
on the NBC Red Network 


‘more money 4 Rapto 


than was spent in any other single adver- 
tising medium in the world! 

‘an now prove with facts why the 
the network with the majority of 


programs, day and night, since 


the beginning of network broadcasting — 
is far and away your most profitable ad- 
vertising investment! 


nBc Red NETWORK 
The ne 


NaTIoNAL BroapcasTinG COMPANY ‘ 


twork most people listen to most 


CORPORATION OF AMERICA SERVICE 


mit has been granted by the Federal 


Cordele Dispatch Publishing Com- | 


Custodian Line 
of Toiletries in 
Southwest Test 


Chicago, Oct. 12.—Offering $5,000 
to anyone who can find “a purer, 
finer, more beautifying face pow- 
| der,’ Custodian Toiletries, Inc., Chi- 
cago, has launched a newspaper and 
spot radio campaign in half a dozen 
Texas and Oklahoma _ markets. 
Though the face powder has been 
made the wedge of the attack, the 
company is marketing a complete 
| line of toiletries, including many 
| items for men. 

The newspaper copy, together 
| with the spot radio, is being placed 
| by H. W. Kastor & Sons Advertising 
Company. The headline, accompa- 
|nied by the illustration of a pretty 
| girl, quotes her, “I went without 
|}lunches to buy expensive powder 
until I read this marvelous $5,000 
dare.” The copy continues in the 
closely set style which permits a 
huge amount of text in 250 lines: 

“Today women everywhere are 
raving about a sensational new face 
powder that covers and blends so 
perfectly, it gives skin radiant 
beauty and softness that posi- 
tively breath-taking. 


is 


Cash Is Waiting 


“So certain are the creators that 
you will be thrilled with this new 
face powder that they have depos- 
ited $5,000 for anyone who can find 
a purer, finer, more beautifying 
face powder. 

“This startling new kind of pow- 
der is called Custodian Face Pow- 
der. And it is made by a new 
process which makes these two 
amazing differences: 

“First, Custodian Face Powder is 
so unbelievably fine in texture that 
it is practically invisible when ap- 
plied to the skin There is never 
that ‘made-up look,’ which men 
find so objectionable. It gives the 
skin a warm loveliness that is posi- 
tively bewitching. 

“Second, Custodian Face Powder 
has the ability to cling without cak- 
ing. It stays on smoothly and 
beautifully for hours. 

“Custodian Face Powder is equal 
to the finest domestic and imported 
powders. You might expect to pay 
| $1 or even $2 a box for this exqui- 
| site powder. Yet the price is only 
25 cents for a large size box. Do 
you wonder that women everywhere 
are enthusiastic about Custodian 
Face Powder?” 

Drug stores, department stores 
and syndicate stores are the dis- 
tribution channels for the new line. 


Issues Display Booklet 


Greggory, Inc., Chicago, has re- 
leased a 24-page booklet, containing 
information on Christmas display 
materials and decorative products 
for windows and interiors. 


To Composing Room 


Bob Smith, art director of the 
New York World’s Fair, has been 
named typographic consultant for 
The Composing Room, New York, 
advertising typographer. 


= 

AILMENT FOOD OFFICE 
BABIES GIRLS RAILROAD 
BATHING HISTORICAL SCHOOL 
CHARACTERS INDUSTRIAL SHIPPING 
DOGS JUVENILE SPORTS 
FAMILY LANDSCAPES WINTER 
FARMING MOTORING ZOOLOGICAL 


All in a free 50-page catalog. 


LAMBERT STUDIOS 


7240 Ogontz Ave. Philadelphia, Pa. 
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Mid-Program Spot 
Best Position for 
Radio Commercials 


Nielsen Audimeter Tests 
Reveal Audience Listen- 
ing Habits 


Chicago, Oct. 11.—The 
is at the beginning and ena of the 
radio program. Non - telephone 
homes spend much more 
listening to the radio than telephone 
homes. When the radio is turned 
on, the 
intently than is generally supposed. 

These are some of the conclusions 
reached by the A. C. Nielsen Com- 
pany at the end of a year’s experi- 
ence with 200 Audimeters, which 
record every movement of the dial 
of the radio to which they are at- 
tached. Despite the small number 
of instruments employed, the com- 
pany believes that scientific selection 
of the homes in which they were 


audience listens far more | 


poorest | 
time for commercial announcements | This chart shows that the habit of letting | 


time | 


PEOPLE E PAY ATTENTION 


HOW OFTEN IS THE RADIO DIAL SETTING CHANGED? | 

Listening Periods of Different Durations | 

in Per Cent of Total Periods 
a 
ha 
10 1 
[Io 24 
sarees | 

Und 15 to 30 to 45 to © to 75 to 
Sm 30 m 45 min 60 min min min 


Listeners are at their radios far more 
frequently than is generally imagined, 
according to the Nielsen Audimeter. | 


a receiver run on without touching the | 
dials is } CAN infrequent. 


method. Thus far, the studies have 
been confined to the Middle West. 
The Nielsen figures indicate that 


in the case of one full-hour program, 


placed makes the data more valu-/| 


able than any secured al any other | been delivered just before the star | ter. 


only about 36 per cent of the radio 
audience was tuned in at the be-| 
ginning. Thereafter the number of | 
listeners rose steadily and hovered 
around 43 per cent until the star 
of the program made his last ap-| 
pearance, after which the number | 
declined abruptly to about 31 per | 
cent. In this case, at least, the com- | 
mercial would have had a much 
larger number of listeners if it had 


—— 


WHAT HAPPENS DURING THE COURSE OF AN HOUR'S BROADCAST 


MINUTE BY MINUTE RADIO AUDIENCE FOR PROGRAM “A” 


In Per Cent of Total Radio Families 


Minutes of the Program 
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According to this Audimeter record, which shows the degree of listenership of test families during a 60-minute program, 
the most appropriate time for commercials is not at the beginning or end of the program. 


| made his farewell appearance for 
the evening. 

Discussing the question of radio 
listening by months, the company 
found that the total listening in July 
is only about 60 per cent of that of 
February. 

“The figures were obtained on the 
basis of the average hours listened 
per day during each month,” the 
company explained. “There is a 
gradual increase in radio listening 
from the summer months as fall and 
winter come, and a gradual decrease 
as spring and summer follow win- 
In other words, the conception 


“Crashing the gate” 


Not necessary with this 
new circulation technique 


Who are the men you would reach with your 
Men at the bottom, men 


industrial advertising? 


in the middle, or men at the top? 
the busiest men are certainly most im- 
for they wield buying power and 


they are. 
portant. 
authority. 


his interests. I 
pense; 


Whoever terment of our 


et us save subscription-selling ex- 


let us devote that money to further bet- 


editorial pages. Then let us place 


our books in the hands of important men in 
specific industries —- and see what happens.” 


What happened was the birth of an outstand- 


Be- 


Yet ordinarily these are protected men. 
tween them and an insistent world stands a 
corps of assistants. Buffer men. Few salesmen 
get past the buffer men. Fewer sales are closed 
directly with the key man. Yet his is the im- 
portant vote. He is the man your industrial 
advertising must reach if it is to influence his 
vote your way. 


The problem outlined above is not a new one. 
But it is an insistent one. So that some years 
ago, a number of progressive publishers faced it 
squarely and broke with tradition. 


They said: “It is not necessary to sell a man a 
subscription before he will read what is vital to 


ingly successful means of gaining 100% market 
coverage. What happened was that for the first 
time a magazine reached every man with buying 
power and authority in its particular field. 


Advertisers entered the pages of these con- 
trolled circulation books. They found that here 
was a new powerful market leverage. They 
found that intelligent control of circulation was 
equivalent to intelligent control of advertising 
expenditure. As you look over the publications 
listed below, you know there is no doubt of the 
advertising volume they carry. Behind that vol- 
ume is an exciting story of a new publishing 
technique. Why not let a representative tell 
you all of that story? 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


Bakers Review 

Bankers Monthly 

Better Roads 

Compressed Air Magazine 
Construction Digest 
Contractors and Engineers Monthly 
Diesel Progress 

Drug Topics 

Dun’s Review 

Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Excavating Engineer 
Fleet Owner 


Golfdom 


CONTROLLED 


Graphie Arts Monthly and 
The Printing Industry 


Mill & Factory 


Modern Machine Shop 


Hitchcock’s Machine Tool Blue Book : 
National Jeweler 


Hospital Topics & Buyer ; . 
° ° 7 New Equipment Digest 


Industrial Equipment News a a 


Industrial Power Pit and Quarry Handbook 


Jobber Topics Premium Practice 
Liquor Store & Dispenser Progressive Grocer 
Machine Design Roads and Streets 


Meat Rug Profits 


Medical Economics Soda Fountain 


Super Service Station 


Syndicate Store Merchandiser 
Tires 


What's New in Home Economics 


Wood Products 


CIRCULATION PUBLICATIONS 


of a winter level of listening and a 
summer level is erroneous.” 

“The great difference in amount 
of listening in telephone and non- 


‘telephone homes has been a bomb- 


shell for the entire radio broad- 
casting industry,” the company 
continued. Average figures over a 
period of months indicate that non- 
telephone homes listen an average 
of about 44 per cent more hours 
per day than do telephone homes. 
“These figures prove that radio 


|research via the telephone method 
‘tends to understate the case for the 


broadcasting networks and stations,” 
the company commented. 
Housewives Really Listen 


The Nielsen recording machine 


‘disproved the criticism of radio 


made in some quarters that many 


housewives may have their radios | 


on, but they themselves are out in 


| 


|the yard conducting a backfence 


| 


conversation with neighbors. The 
Audimeters’ mute, but eloquent 
story, is that the dial of the radio 
is turned so frequently that it is 
evident that the user is listening 
with concentration and quickly 
shifts if the program material does 
not interest her. Of all listening 
periods of any duration, 56 per cent 
are under 15 minutes. About 19 per 
cent are between 15 and 30 minutes, 
10 per cent are between 30 and 45 
minutes and only 5 per cent longer 
than an hour. 

The Nielsen records also reveal a 


startling difference in station popu- 
larity in different cities. In one, 
the leading station accounted for 52 
per cent of the total minutes of 
radio listening; in another, the lead- 
er accounted for only 37.9 per cent 
of the total minutes, and in still 
another, 29.3 per cent. 

In spite of the obvious value of 
the data being gathered by the Niel. 
sen company, it expects to go one 
step further and check its figures 
against home inventories to be made 
by field men servicing the Audim- 
eter. This information is expected 
to provide the final answer to the 
comment, “Well, people may listen 
to a program, but do they buy the 
sponsor’s product?” The company 
has taken many precautions to in- 
sure that this correlation, when 
complete, will also be authoritative. 


North Adds Duties 


James D. North, export advertis- 
ing manager, has also taken over 
the duties of associate advertising 
manager of General Foods Corpo- 
ration, New York. He is in charge 
of promotion of Walter Baker choco- 
late and cocoa products. 


Introduces Lip Kit 


Volupté, Inc., New York, will fea- 
ture a new lip kit in a magazine 
campaign which breaks later this 
month. The magazine list includes 
Mademoiselle, Photoplay and You. 
Abbott Kimball Company, New 
York, is the agency. 


ee eS ee ek . 


PLEASE 


735GALLONS @ 


In 1938 the average southern motorist used 735 gallons of 
gas—the highest average in the nation. Since 1932 there 
has been a 30.47% increase in car registration in the South 
compared to 19.23° for the rest of the country. These 
two facts definitely show that Southerners not only have 
cars but run them more than other folks. More mileage, 
more wear and more sales of automotive equipment for you. 


This year vast cotton, tobacco and other money crops, 
coupled with the growing paper industry and tourist trade, 
are bidding to swell the cash circulation in the South and 
Southwest to a new high. A market you cannot afford to 
overlook in your 1940 automotive program. 


SOUTHERN 
AUTOMOTIVE 
JOURNAL 


Whose 20,000 paid subscribers 
are the jobbers, dealers, ga- 
rage men and service stations 
from New Mexico and Texas 
to Virginia and Maryland. 


Each dot represents a city or town in 
which Southern Automotive Journal has 
one or more subscribers. 
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_. «Thorough Coverage of Care ialised eee 


ee 


a 


co oe 4 
f ee i | 
Ps S a 
a } a y 
pee j ry 
on ] 
-_  ———————————— 
" | * ~ —_ = — — - ——— — 
ee Se 
— ae A 
; a 
al 
P| : 
vr ee 
Miele 
CF sonemaraase | 
2), | 
= - 
-. ee —— 
er 
— >"s LZ y 
ad | e ‘at sssiititt: & ie ty = 
S * LE A A TE AE ARETE SERENA oe SS RMR NR RES EE SR Se A A LT TS ST ERT SE RS TT TTR 
Po ae 
3 ee ; 
mr | Zi 
_. ee PE okt YY 
esi _ 
e A 
Pe 
Ps ATS eR 
a ; — a VA DD Ole OC A en SB 
’ 
ae | 
a a 


‘ionomers 


lla 
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ENCE MONITOR 


1” 68 reas. VOL. NXXI, No 


_ STIAN SCIENCE M 
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HONDAY OO Ler nee 
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seuss World Cotton Control 


Canada at Call of Allies: ins 
La, Broadens Neutrality. 
Reich ‘Expands’ le 


Wer Summary 
— 
onl 


9] 3 5 retailers of the Twin Cities 
—St. Paul and Minneapolis 


advertise in The Christian Science Monitor 


ff 


Naturally there are definite reasons why 235 The Christian Science Monitor. Very many ast 
retail advertisers in the Twin Cities—81 in of these people have come from other cities r 
St. Paul and 154 in Minneapolis—advertise and towns, and we have a number of steady z 
in The Christian Science Monitor. One St. customers who when moving to Minneapolis 
Paul advertiser wrote: came to our store because they had seen 

“We started advertising in The Christian our advertisement in your paper.” 


“We feel that our investment in Monitor 
advertising has been a very profitable one, 
as it has brought into our shop a most de- 
sirable clientele and helped to build for us 
a satisfactory business.” 

Not only do retail advertisers profit from 


Science Monitor about five years ago. 
There’s never a month goes past that | don’t 
have very real evidence that this advertising 
is bringing us new customers and helping 
materially to hold the old ones.” 


From across the Mississippi River in Min- advertising in The Christian Science Moni- 
neapolis have come these statements from tor, but national advertisers as well find the 
advertisers: Monitor audience uniquely responsive. The 

“People come in every day who tell us complete story is available at any of our 
that they have seen our advertisement in offices. 


(Names of advertisers quoted will be given on request) 


ee ———— 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


: OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kenses City, Son Francisco, Los Angeles, Seott! 
NEW YORK OFFICE: 500 Fifth Avenue en daemmaae Petron: Fotr hn meee a t 
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You'll Have to 
Ask the Horses | 


To the Editor: Is the iron-jawed | 
young man in the attached ad the 
only one at the track who bet on 
the winner? Are all the poor suck- 
ers down at the rail holding place 
and show tickets? Or does he just 
keep his eyes on the finish line and | 
wait for the horses to pass his line | 
of vision? 

Or is he suffering from hallucina- 
tions and just thinks he sees a 
horse? Or is he looking at a nag 
finishing the previous race? Or is 
he just a photographer’s model in a 
very bad illustration? Or do you 
care? 


KATHERINE SMEYA, 
Essex House, New York. 
v v v 


Bombs vs. Pumpkins 


To the Editor: Here are the open- 
ing advertisements in the annual 
pumpkin pie campaign conducted 


; Wel/ take the Pumpkin! | 


The bomb brings destruction, The Pump 
hin brings pleasure when made into 
fresh, rich, spicy Horn and Hardart 


Mi : Pumpkin Pre. We'll take the Pumpkin 


106 emer meens B58 stmee | 
HORN & HARDART 


47 | 


by our client, the Horn and Hardart 
restaurants in Philadelphia. These 
advertisements have already created 
a good deal of comment. 

We feel that pumpkin pie is the | 
most American of all foods, and that 
there is something about pumpkin 
pie which symbolizes American life. 
Certainly it is very foolish of the 
people of other lands to choose 
bombs instead of pumpkins, and cer- 
tainly the people of America would 
much rather be on this side of the) 
ocean contentedly eating their 
pumpkin pie than on the other side | 
of the ocean, where dictators choose | 
bombs instead of pumpkins. 

STANLEY SQUIRE, 
The Clements Company, Phila- | 


delphia, 


Ant-ology | 
To the Editor: Il am enclosing | 


herewith a proof of what we believe | 


VI DN OUM NOW? 


NJ 


some ants are 
fasciets 


ant “cows” are 
mulhed 


> 

L ) 

to be the most unusual book on 
advertising and promotion to date 

Subject materia] for this adver- 

tisement is taken from “Of Ants and 

Men,” by Caryl P. Haskins, a popu- 


lar-scientific study of ant life. The 
advertising is appearing in a num-| 
ber of important book of 
metropolitan newspapers 


sections 


ROBERT SPIERS BENJAMIN, 


Prentice-Hall, Inc., New Yor 


Voice of the Advertiser 


a This department is a reader’s forum. Letters are welcome. 


PROBABLY A HOT PADDOCK TIP 


: 


ee 


Priced from 


10: 


Othersizes2tor25c 
up to 3 for 50c 


Admiration 


A correspondent inquires whether the 


bettors who laid down a deuce on the nag's nose. 
looking the other way. 


'Broadminded View 


of Copy Regulation 
To the Editor: 
ing agencies think about present-day 
rules and regulations governing 
advertising claims and copy? 


When agency men think, instead | 


of merely grousing and grumbling, 
they're for the rules. 

We believe that, in the long run, a 
less romantic and more accurate 
statement of product claims is good 
for advertising because it is good for 
the public. 

We have given forcible expression 
to this point of view in a brochure 
directed to drug advertisers which 
asserts: 

“These are good times for the 


| drug advertiser. 


“There is a law against competi- 
tors hitting him below the belt. 

“There is a law against gouging 
by his customers. 

“There is law against fair 
fighting for the consumer’s dollar. 

“A few holds are barred, but the 
lads with the wallop and the boys 
who keep punching are still in the 


no 


| ring, still champions and very much 


in the money 
“Come 
fight.” 


out of vour corner, and 


MILTON GOODMAN, 
Gumbinner Adver- 


New York 


Lawrence C 
tising Agency, 


v ’ ’ 


Psychiana’s Founder 
Tells of Copy Success 


To the Editoi Last June you 
wrote up something about the ad- 
vertising ability (?) of the founder 
of Psychiana and the rather phe- 
nomenal success which attends his 
efforts. The following might inter- 
est your readers, as I believe such 
results as I shall show here are 
absolutely unparalleled in advertis- 
ing history. They stagger me when 
I think about them. However, every 


statement made here is true, and 
can be verified there in Chicago, 
te 


‘ 


aroma. Into each hand-crafted 
Admiration Cigar go richer, riper to- 
baccos—1!00% long Havana filler, aged 
by nature alone. Get behind a cool, mellow 


Everyone loves Admiration. Get your share. 


What do advertis- | 


| less than 15 cents and if this record | 
| has ever been equalled I should like | 
to know of it. | 
This story is quite unusual, and | 
|I thought it might interest your | 

§ |readers, and yourself because it is | 
| phenomenal certainly. | 
| 


Dr. FRANK B. ROBINSON, 
Moscow, Idaho. 


{Editor’s Note: Dr. Robinson’s 

AOMIRATION latest effort is a straight type ad | 
which carries the headline: “I 
ear sege, ot Talked with God,” in heavy gothic 


condensed type, followed by a sub- 
head which says: “(Yes, I Did— 
Actually and Literally).’”’ The mes- 
| sage then continues for 45 lines on 
|two columns without display treat- 
ment. Copy is set in regular news 
| type, column width.] 


| 
| 
vvwy 


But Geniuses 
Aren't Prophets 


To the Editor: We are certainly 
grateful for the sympathy extended 
by K. W. Fawcett to the “genius 
who devised the D. M. C. Contest.” 
(ADVERTISING AGE, Sept. 25.) 

You also reproduced our ad on 
the D. M. C. national needlework 
contest under the heading “Ill 
Timed Offer.” Yes, it was ill timed. 
Unfortunately Mr. Hitler’s cry of 
| “Wolf—Wolf” this time was real. 
How were we to know way back in 
July that there actuaily would be 
war? When the situation became 
|; ominous we naturally tried to can- | 
|; cel as many ads as we could but a| 
'few sheets had already gone to| 
press. 

It may interest Mr. Fawcett of 
Minneapolis that the war cancelled 
the contest entirely because D. M. 
'C. is a French product and there | 
will be very little of it coming over | 
while France is a belligerent. 

Perhaps Mr. Fawcett overlooked | 
| the fact that some of the periodicals | 
in which this ad appeared went to | 
press months before the actual) 
crisis developed. 


WINNER! 
Smoke Admiration 

— the cigar with pleas- 
ure for two! You'll enjoy 
Admiration’s satisfying mild- 
ness. She'll approve its pleasing 


and ahead in smoking enjoyment! 


JOSEPH LEVINE, 
Vice-President, Grey Advertis- 
ing Agency, Inc., New York. 


eager young couple represent the only 


Everybody else seems to be 


|about the origination of this piece 
|of copy. 

| A few months ago I was in Chi- |} 
cago looking over the field for my 
fall advertising, and was in my 
room in the Stevens Hotel with a| 
Mr. Smith, of Street and Smith. | 
There were several other “pulp- 
hounds” there, all looking for a) 
slice of the Psychiana advertising 
this fall. Finally, one man in that 
group suggested that I write a dif- | 
ferent piece of copy from the “Man | 
| Can Now Talk with God” copy | 
|which has been very successfully | 
run for the past ten years without 
alteration. 

I replied: “Okay—lI'll write one.” 
|Calling the public steno at the| 
| Stevens for a typewriter, I sat down 
and without the slightest thought 
or effort, wrote the enclosed ad. 1 
showed it later to Harley Ward and 


several other advertising men there, 
and they agreed that it was a FI 
“knockout.” Now here comes the | 
funny part I instinctively knew | 


that I had written something which 
would grip the public, so I then and | 
there ordered the ad in the com- 
plete Street and Smith group, the | 
Munsey Group, the Dell Group, the 
Popular Group, and every other 
group I could find. And I con- 
tracted it for eight months in a row. 
Usually I very carefully test out all 
copy, but this time I did nothing of 
the sort. It didn’t need testing. | 
knew it was a winner. 

A few days later I was in Wash- 


ington, D. C. and I showed the type- 
written copy to an ad man there 
“Doc,” he said, “don’t you think 


you had better test that ad out be- 
fore you contract $50,000 for it?” I 
replied that I would, and sent it in 
to the New York News and Mirror. 

Now comes the amazing part of 
this story—I am getting replies to- 
day, eight weeks later for less than 
ten cents each, and the sales per- 
centage is over 20 per cent. In the 
pulps, replies to date are costing 


4: 


BUT BEWARE THE FRAU 


Whether you are a bride or have heen married 
fifty years, here is 2 cooking secret that wins love, 
hoor and respect. Before cookiag chops, spread 
both sides with Guiden’s Moward. Thea broil 
over hot fame and serve with melsed butter... 
For other favor thrills, season seek, ham, ham 


horger. grav ses before cooking w ttbGuideo's Mustard. 


tegtemoart 6 
thes: 9 Pomed sates Coffer woud Buy sous, 


Beech 


- 


-Nut Coffee 
prmcod. 


Great Minds Run 
In the Same Channel 


To the Editor: Great minds are 
running together on our advertising 
these days. Witness the cook-kiss- 
ing act of Gulden’s mustard and 
Beech-Nut coffee, both from the 
same issue of the Brooklyn Eagle. 
J. B. MILGRIM, 

Brooklyn, N. Y. 


MERCHANDISING 
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Auto Loan Copy Issues Plastics Directory 
- » G | one October issue of Modern 
astics is a 454-page catalog and 
Winning reater | directory, cuniainion a dencriotion 
+ |of the general characteristics of all 
Favor with Banks po plastics, new develop- 
Chicago, Oct. 11.—Increasing ac- | ments, trade names and chemical 
tivity is being shown by banks in | formulas. 
advertising for automobile loans, it | ae ry 
was indicated today as the Financial | Two Name Cantor Agency 
Advertisers Association released &@| Proco-Sol Chemical Company and 
long-awaited survey covering prin-/| Star Dental Mfg. Company, Phila- | 
cipal media used by banks and other |delphia, have appointed Solis S.| 
promotional techniques employed in 'Cantor Advertising Agency, Phila- 
such solicitation. delphia, to handle their accounts. 
Reports were received from 105) Se ee 
banks making auto loans in large, Leon Leaves Reach 
medium and small cities. Only 25/ Louis Leon has resigned as pro- | 
per cent of this group had been | duction manager of the Chas. Dallas | 
making such loans for more than|Reach Company, Newark. He has 
fve years, while 50 per cent of the ‘not disclosed his future plans. 
group had had Jess than three years | - == ——— 
of experience in seeking such busi- | 
nes 
Newspaper display copy ranked 
first as the principal form of adver- 
tising used to promote auto loans. | 
Direct mail was next and radio. 
third More important, perhaps, | 
than this rating was the evidence | 
that banks had used almost all types | 
of media for loan promotion, and | 
that effectiveness had been depend- | 
ent upon a variety of local factors. 
Outdoor advertising, classified copy, 
films, window display and car cards 
all received frequent mention. 
Other important points covered in| 
the survey included the techniques | 
used by banks to win good will of | 
auto dealers and insurance agents. | 
Personal calls on dealers was the | 
method used by 81 banks, while 13 | 
used direct mail and an equal num- | 
ber paid commissions to dealers. 
Dealer response to such effort was | 
reported as “cooperative” by 37) 
banks; “indifferent” by 60, and “hos- | 
tile’ by 13. Only four banks re- 
ported insurance agents as “hostile,” 
74 said they were ‘“‘coopera- 


while 


tive.” 


Pratt Joins “Life” 
Francis DeWitt Pratt has resigned 
as circulation manager of News- | 
week, a post he has held since 1934, | 
to join Life as a special assistant to 
P. I. Prentice, vice-president. 


Snyder Rejoins Elterich 
John B. Snyder has rejoined 

H. N. Elterich, New York, as di- 

rector and vice-president, a _ post 
hich he recently resigned. 


| 
| 


EYE CATCHERS 


CORSETS ARE BACK!! 


tl 


romotion is multi- | 
tarts like the crach 
n 


a> "4 alue 


Cough Drops, Plus 
. a 
Matches Key Vick’'s 
Sampling Drive 
New York, Oct. 10.-—An ingenious 
sampling plan will supplement a 
heavy winter advertising campaign 
by Vick Chemical Company, 
Greensboro, N. C., it was announced 
here this week. Small packages of 
Vick’s medicated cough drops will 
be distributed with books of 
matches. The latter will be of the 
reverse strike type, with the minia- 
ture package glued to the base of 
the cover. The cough-drop match 


combination was tested last year, 
with sufficiently good results to 


justify expansion to the national) Andrea Names J. M. Korn 
— ye pen = pack- Andrea Radio Corporation, Wood- 
| Sees wih be Cistrinuted. : side, L. I., has appointed the New 
Vick's winter schedule on Vapo-| york office of J. M Korn & Co., 
Rub and Va-tro-nol provides for! Philadelphia, to direct its account. 
| small insertions in 1,400 daily news-| Fall plans call for spot radio an- 
| papers, 30 magazines and 26 farm|nouncements tied in with college 
| papers. Spot radio programs, in- football scores. A new Andrea 
| volving the use of local talent, will portable radio will be the featured 
: ’ product. 
|run on 125 stations. 
Newspaper copy will follow the} 
pattern which has proved so effec- | Agency Changes Name 
tive in the past. Advertising for | Carls ia 
. 2 arlson Advertising Agency, 
VapoRub, for instance, will empha- | Pittsburgh, has changed its name to 
Size that three out of five of the| Carlson, Daly & Wiltman. John C. 
country’s homes now use this} W. Daly and Robert F. Wiltman, 
remedy, and a mother will i ee a of 
quoted as saying, “I use Vick’s|TeSearch, respectively, for Walker 
VapoRub just as my mother aia,” | © Downing, have joined Albert G. 


: i Carlson as partners in the new 
Morse International is the agency. agency. 


‘Don’t let me forget my NEWSWEEK, 
Ned! It’s doing such a bang-up job 
of untangling the war news that my 
dealer can’t seem to keep up with the 
demand. I hear its newsstand sales 

are already up more than 100%.” 


“Yeah, man—the swing to NEWSWEEK 
is going full force along every front! 
My advertising agency tells me 
NEWSWEEK’S up 89% in linage for 
the first nine months!’’* 


teres *And no wonder! A Hooper-Holmes study just released shows that 89% 


ot new ones each month of NEWSWEEK’S readers are in business and the 
bs hooey eaten i now, NEWSWEEK reaches more than 370,000 of the nation’s better 
families... yet space is available at rates based on a 300,000 guarantee. 


FRE} f 


vhigat 


EVE*CATCHERS, Inc. 


10 E. 38th St.. New York City 
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Lehn & Fink Takes 


So. American Copy 


Honors in Export 
Copy Competition 


Other Well Known Ad- 
vertisers Get Awards in 
Eight Classifications 


(Picture on Page 39) 

New York, Oct. 11.—First award 
for “all-around outstanding merit” 
in the first annual advertising con- 
test sponsored by Export Advertis- 


Exporters Slash 


As Orders Pile Up 


New York, Oct. 12.—The immedi- | 


ate effect of war on advertising by 
American exporters in South Amer- 
ica has been a wave of cancella- 
tions, although the amount of busi- 
ness placed directly by local dealers 
has increased, it was revealed here 
this week at a luncheon held under 
the auspices of the Export Adver- 
tising Association here yesterday as 


a feature of the National Foreign | 


Trade Council convention. 

This was revealed in the course 
of a question - and - answer forum 
conducted by Franklin Johnston, 


ADVERTISING AGE 


a 


| publisher of the American Exporter. 
It was explained that export adver- 
tisers have reduced their promotion 
in South America because business 
is forthcoming without spending 
money to get it. 

James W. Young, former agency 
\executive who recently became di- 
rector of the Bureau of Foreign and 
Domestic Commerce, spoke briefly 
at the meeting. He recommended 
that advertisers make greater use 
of the Bureau's facilities, pointing 
|out that his department issues 181 
| publications. 


Seek More Market Facts 


tistics on South America was dis- 
cussed during the forum period, Mr. 
Young suggested that the Export 
Advertising Association appoint a 


When the dearth of market sta- | 


lof about 10 per cent. 


committee to consult with the Bur- 
eau on the question. 

In the forum it was revealed that 
there is a growing need for, and in- 
terest in, advertising in Latin Amer- 
ica. It is becoming more and more 
essential that branded products be 
supported by advertising. Mr. 
Johnston, as discussion leader, | 
pointed out that dealers formerly 
complained that the advertising 
placed for them by American ex- 
porters was “the wrong. copy, 
printed in the wrong paper at the 
wrong time,” but that such was no 
longer the case. 

Circulation of South American 
newspapers, it was revealed, is ad- 
vancing rapidly, with average gains 
Further in- | 


| 


creases may be expected, but there 


| ing device. Business papers also wi] 


—, 


has been no indication thus far qJ 


a trend toward higher rates. 


To Sidener & Van Riper 


Sidener & Van Riper, Indianapo. 
lis, has been appointed to hand 
the advertising of Mitchell Partner. 
ship, Windfall, Ind., prepared stoc; 
feeds, and Charles Mayer & Co 
Indianapolis, maker of Trafficatoy 
an automatic lighted signal for auto. 
motive vehicles to indicate right ang 
left turns. 


Drive for Utility Unit 
Duro-Test Corporation, Nort! 
Bergen, N. J., has begun a dire¢: 
mail campaign for its Utility Uni 
a newly patented fluorescent light. 


eae : be used, beginning next month. 

ing Association this week went to oes See = 

Lehn & Fink Products Corporation - 

for its foreign campaign on Hinds 

honey and almond cream, prepared | 

by Export Advertising Agency. 4 
Honors were bestowed as a fea- a 

ture of the National Foreign Trade 

Council convention being held here 

this week, at a luncheon sponsored 

by Export Advertising Association. 


The Crown Of The Andes is carved from es 


Honorable mention was given to a block of Inca gold and studded with — 
West India Oil Company, for an ‘ i . 
Essolube campaign prepared by colossal emeralds—and said to be worth ec 
McCann-Erickson; to Bristol-Myers several million dollars. al 
Company, for Mum and Ipana copy ‘ . . 

by Bociaro Advertising Agency; and But compared with the transactions of Busi. ~ ta 
to Centaur Neg son for a Castoria ness that take place any business day of the 7 hh 
campaign by Export Advertising | ° . @ “Whe . 
Agency. of week, in this $60 to $80 billion-a-year country, — ri 

Thomas Ashwell, publisher of 


Export Trade & Shipper, and honor- | 
ary president of the association, an- 
nounced the awards. Dr. George 
Gallup, research director, Young & 
Rubicam, who headed the judges, | 
was unable to be present to make | 
the awards as planned. All of the! @ 
entries have been on display at the | 
World Trade Center at the New 
York World’s Fair. 


Awards in Other Classifications | 


— 


Prizes were also presented in 
seven other classifications in addi- 
tion to the grand award. Lehn & | 
Fink also won first prize for the 
best campaign in foreign magazines, 
with honorable mentions going to 
Quaker Oats Company, handled by | 
National Export Advertising Serv- | 
ice, and to Compania Odol S. B. L., | 
directed by McCann-Erickson. | 

The blue ribbon award for the} 
best newspaper campaign was 
shared by Bristol-Myers Company 
and Centaur Company. Anderson | 
Clayton y Cia, Ltd., through Mc- | 
Cann-Erickson, and Packard Motors 
Export Corporation, by National 
Export Advertising Service, won 
honorable mentions in this classi- 
fication. 

Cleveland Tractor Company, and 
its agency, Irwin Vladimir & Co., 
were cited for the best copy in in- | 
dustrial export publications. Wil- 
fred Diggs y Cia and McCann- 
Erickson, and U. S. Rubber Export 
Company and Fuller & Smith & 
Ross, received mentions. 

In trade and professional papers, 
Bristol-Myers won first prize. Mont- 
gomery Ward & Co., and the Vladi- | 
mir ageney, received honorable 
mention For outstanding layout 
and art technique, Lehn & Fink took | 
the honors, with Richard Hudnut & 
Co, the runner-up. Export Adver- 
tising Agency handled both cam- 
paigns 

Packard and Bristol-Myers shared 
top honors for best copy, with hon- 
orable mention going to Centaw 
ind George W. Luft Company. The 
Tangee copy for Luft was prepared 
by Export Advertising Agency. West 
India Oil won first prize for a 
pecial market appeal! sristol- 
Myers, U. S. Rubb and Vick 
Chemical Company, placed through 
Morse Inte 


tions 


Every one of the events headlined on this 


to form intelligent decisions. And more that 
ever before is FORTUNE supplying their need. 

On the fateful morning of September 1, 1939. 
FORTUNE swiftly put into action its plans t 
key itself to the needs of the new world thal 
began on that day. 


page was initiated, requisitioned, decided, 
ordered by an American business man. 
They are occurring as a result of the trans- 
actions consummated between management and 


rnational 


received men- management, 


And keyed into the very center of these activi- 


With its famous research organization, uniqu' 
ties is FORTUNE—The Magazine of Information, 


in magazine journalism, FORTUNE had alread 


Chapman Promoted 


E W Ch; mma} forme Vv ¢ ws) . ° y . . . . 

2 igri na gy a ng ca Bh ecorne designed especially for the men upon whose — begun securing the information that will enable 
a. idk — in charg ot adver- shoulders rest the heavy responsibilities of — businessmen to grasp the significance of mome” 
ig ol ( pate Sea -roducts e ° 7 4 j 
Company, San Diego, Calif., tuna business actions. tous events—to recognize the trends affectin? 

packe 


More than ever before must these men rely their lives and their businesses and to plot ther 


McCord Gets Klearflax 


Klearflax Linen Looms, Duluth, 
Minn., manufacturer of wool and 
linen floor coverings, has appointed 
The McCord Company, Minneapolis. 

advertising counsel 


on the guidance of sound, authentic information —_ business strategy accordingly. 
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Empire State to 


| cooperative effort by submitting 

ba |their products to grading and in- 

Label Campaign spection by the Department of Agri- 

Syracuse, N. Y., Oct. 11.—New | culture and Markets. 

york State’s first campaign to pro-| A campaign has been brewing for 

mote the sale of branded agricul- | a year and a half, since producers 

tural products will get under way | succeeded in having the legislature 

0. n this market the final week of| pass a law permitting the Depart- 

4 October or the first week of Novem-| ment of Agriculture to set standards 

ber, it was decided at a meeting | for agricultural products to be ad- 

held here last week among pro-|vertised and sold under a distin- 

ducers and distributors. 

: Large space in Syracuse newspa- | be paid for through sale of the labels 

Ce pers, a local radio program and | to farmers. The promotion will be 

} point-of-sale material will make up| under the supervision of the depart- 

the inaugural drive. Products to be | ment, but is a voluntary cooperative 
moted include apples, tomatoes,| movement on the part of growers. 

onions, potatoes, beans, eggs, maple' Although two labels were planned 


The Crown Of The Andes is a mere bauble. 

The vast, dynamic structure of our modern 
economy is swinging into full stride. Factories 
are humming with creative action. Timid capi- 
i. tal is coming out of hiding. Production mounts. 
he Inventories melt. Money changes hands. Indices 


rise. Men and goods are on the move. plot its 


: 
: 
4 


han FORTUNE will depict the war not in terms of 
eed.| advances and retreats on the battlefield. It will 
139.) present it in terms of the exploits of industry, 
s tof the decisive achievements of technology, the 
that} Vilal considerations of raw materials,man-power, 
credit, communications, leadership. 

que This is the world to which FORTUNE has 
adyf always been dedicated. The outbreak of the war 
ableh did not bring FORTUNE a new editorial assign- 
nen F Ment. It merely shifted the emphasis within 
ting the old one. And so more than ever before is 


heit fF FORTUNE the precise medium for the messages 
of “management advertising to management.” 


¢. 
#y 
~ 
as 
<= 


guishing label. The advertising will | 


| syrup and honey. Advertising will at first, one has been adopted. | joyed considerable success with | 
'be extended to other markets as| “Empire State” printed in red let- | drives of this type. 
| ters on a white background, is the | 


Launch First Farm /rapidly as producers enlist in the | 


| trademark to be featured. Packages | Will feature a quality appeal. House- 


Copy for the inaugural campaign 


will vary with the different varieties | Wives will be told that the state 
of products to be sold under the | label assures high quality, and that 
common seal. The label points out|under the “Empire State” seal 
the New York State standards are | “apples at the bottom of the barrel 
somewhat above specifications for a| @re as good as those on top.” 

U. S. No. 1 pack. —$__— 


| 


Expect National Promotion fan Magazine Drive 
J. M. Mathes, Inc., New York, for Gillette Dry Shaver 


| which was appointed to direct the Gillette Safety Razor Company, 
advertising in December, 1938, ex-| Boston, will introduce its new dry 
|pects that the promotion program o— in —. S, ww age gia heme 
4 ; . sy sa | turday Evening Post. opy 
will be expanded gradually until it|*"° °% : 
. : - will feature the size of the new 
attains national proportions. It was|_475- which is four inches long; its 
ee en vg 8 age merge ot weight, six ounces, and its double- 
uction of New ror ate exceeds | action cutting mechanism. Maxon, 
that of most states which have en-'Inc., Detroit, is the agency. 


Who will buy the products that industry sells 
to industry? Who will place the order for those 
motors? Who will select a manufacturer’s source 
of plastic supplies—or other raw material? Who 
will direct the advertising expenditure? Who 
will initiate the building of the new factory— 


location—plan its financing? 


MEANS BUSINESS 


Shoving around a 70-ton railroad car 
may spell doom for the opponents of 
these two Columbia University backs, 
but it also spells publicity for tapered 
roller bearings. The idea seems to be 
that the new bearings reduce starting 
resistance 88 per cent. The corollary 
would seem to be that to assure himself 
an undefeated season all Coach Lou 
Little has to do is to equip opposing 
linemen with the same qadgets. 


for Promotion of 
‘Juiciest’ Offer 


Florence, Mass., Oct. 11.—Climax- 
ing a series of one-cent sales, price 
reductions and combination deals 
which have characterized the mer- 
chandising of its dental products in 
recent years, Pro-phy-lac-tic Brush 
Company next month will use mag- 
azine space to push its regukar 
50-cent toothbrush for 29 cents. 

Setting the stage for the promo- 
tion, drug paper advertisements 
describe the deal as “the biggest, 
slickest, juiciest consumer ‘come-on’ 
offer in Pro-phy-lac-tic’s 73-year 
history.”” The company’s most re- 
cent deal, a toothbrush-tooth powder 
combination for 49 cents, will be 
continued. Contracts in fair trade 
states have been adjusted to con- 
form with the new toothbrush price. 

Straight selling copy will be used 
for the bargain offer, which will run 
until the end of the year. An adver- 
tisement in Collier’s, Nov. 4, will 
open the campaign, and will be fol- 
lowed by insertions in Liberty, Life, 
Look, and The Saturday Evening 
Post. Lambert & Feasley, New York, 
is the agency in charge. 


To Sell “St. Nicholas” 
Only in Woolworth’s 


St. Nicholas, Darien, Conn., will 
be distributed exclusively through 
stores of the F. W. Woolworth Com- 
pany beginning with the November 
issue. The price will be reduced 
from 25 to 10 cents. The editorial 
policy of the children’s magazine 
will remain unchanged. 

S. Holt McAloney, who designed 
the magazine’s new form, has been 
appointed editorial director. Robert 
C. Anderson, Jr., continues as ad- 
vertising director 


Stocker Joins Lindsay 
Gerry Stocker, formerly with 
Ruthrauff & Ryan, New York, has 
joined Frank E. Lindsay Company, 
New York, as executive art direc- 


tor. Since the death of Mr. Lind- 
\say, the company has been under 
the management of Mrs. Claire 
| Lindsay. 


Morrill to R&R © 

Stanwood A. Morrill has joined 
| Ruthrauff & Ryan, Toledo. He was 
|formerly vice-president and man- 
ager of the Toledo office of Meldrum 
& Fewsmith, which consolidated 
that office with its headquarters in 
Cleveland. 


Walker Named 


J. Herbert Walker, Altoona, Pa., 
has been named to succeed Orson 
|Ritzman as director of tourist and 
recreation information, a division 
of the Pennsylvania department of 
commerce. 


_ 
ALL IN THE GAME : 
| 4 \ is = Ss . Fi = 
— — aaa ; 
| ee 
4 ; ee ‘ — 
Ra a LY Pro-phy-lac-tic Set 

> Cerra ae Zz 
re rv \° ent — at Shs Sagan Mawes ee ie -, oot7et s Oe "7 | — d 
“ ee gave? ae xP yore \ - ey arte LN” cen? ¥. * ~ ge 4 s 
ex gp. ——— neon ls \ ae ae esi 
oO" a TO" ——_ \ a 
Rye : gant ed Bee. Up man yt Ws  &g ai 
4 ! emnineen ane NEE g : pe eee | AVAL gd Agnus bs : a 
I) ——— a ioe | a 

wae oR pa yell . 

a _ ff. yy a pcstil \\ WN \ : ee . ean 
\ Oe ae — Ul | ce 
4. \Cr aa a wo as .Y 
j 4 f tees — = aes 
i. \ Son : , V/s > staal ‘i : i anos - we? | e ? 
‘ : . oe Z . put at ot ae cent 

. i 
& 

: 
| SOP Rat eee AAC he 


lie 
ej 
- 
Ps 


22 


ADVERTISING AGE 


eid if eee 


1939 


Consumer Activity 
Faces Scrutiny 
by ANA Microscope 


Annual Convention to 
Plunge Into Detailed 
Analysis of Problem 


New York, Oct. 12.—What prom- 
ises to be one of the most significant 
meetings ever held by any advertis- 
ing group is scheduled for Oct. 25- 
28 at Hot Springs, Va., when the 
Association of National Advertisers 
holds its 30th annual convention. 
One full day will be devoted to a 
complete and objective analysis of 
the consumer movement, and an- 
other will be taken up with hereto- 
fore unannounced research projects 
undertaken by the Advertising Re- 
search Foundation. 

With a few conspicuous excep- 
tions, the program is notable for the 
absence of big-name speakers. 
and large, the convention will be 
devoted to down-to-earth discus- 
sions of vital subjects which have 
long been moot questions. Sessions 
on opening day, closed to guests and 
the press, will be devoted to ANA 
business. Thursday and Friday will 
witness revelations on the consumer 
movement and the activities of the 
Advertising Research Foundation, 
with Saturday reserved for recrea- 
tion. 


Will Dissect the Consumer 


As explained here today by Paul 
West, president, and George S. Mc- 
Millan, secretary, Thursday’s con- 


sumer discussions bid fair to surpass | 


treatments of the 
The discussion will 
four parts: 


all previous 
touchy subject. 
be divided into 


portance in educational channels; its 
importance in government; and its 
scope and penetration nationally 
among the consuming public. 

Mr. West pointed out that no com- 


t 
wll ct he 
' 


yu. 4 


re 


By | 


What | 
the consumer movement is; its im-| 


plete, factual and unbiased picture 
of the consumer movement is now 
available, but that ANA has made 
a year’s study of facts never before 
assembled in one integrated concept. 
The presentation will be entirely 
factual, without any opinion on the 
part of the association, or any rec- 
ommendation for action. 

In discussing what the movement | 
actually is, six points will be re- | 
vealed, including objectives of the | 
| movement, a definition of it, its lead- 


ers and what they believe, the or- 
ganizations in the movement and 
what they stand for, the size of the 
movement, and its literature and 
far-reaching effects. To indicate the | 
‘scope of the whole project which | 
has occupied ANA for a year, a de- | 
tailed analysis of 82 consumer or- | 
ganizations will be a part of the} 
presentation. The facts will be| 
dramatized by means of recordings | 
made by Columbia Broadcasting | 
System from an ANA script. | 


School Activities to Be Weighed 


Part two, concerned with the im- 
portance of the movement in educa- 
tional channels, will be presented by 


Dr. Kenneth Dameron, professor of | 


|marketing at Ohio State University 
who is now on leave from his aca- | 
demic post to do research for the | 
American Association of Advertising 
Agencies. He will disclose the 


present situation as to consumer 
|education in schools, colleges and 


adult education courses. 
Part three will deal with the im- 


portance of the movement in gov- | 


ernment, both as to the attitude held 
by Congressmen and bureau heads 
and as to the pressure being exerted 
on these leaders by consumer lead- 
ers. This section of the program 
will also be based upon a special 
study made by an outside organiza- 
tion. 

The consumer discussion will close 
with what Mr. 
}as “perhaps most important of all.” | 
To disclose the national scope and 
penetration of the consumer move- | 
ment among the general public, the | 
| Advertising Research Foundation 
sponsored a national poll which is 
|now being completed under the su- 
|pervision of Dr. George Gallup, vice- 


2,683,245 Population 
$769,988,000 Spendable Income $445,317,000 Retail Sales 
$527,951,402 Industrial Output + $380,119,000 Wholesale Sales 


NEW MILLING PROCESS GETS CONSUMER TEST 


NOW! NEW SUPER-DELICIOUS 
WHITE BREAD BRINGS YOU RICHER 


FLAVOR ite Heast of the Wheat! 


c 


At Independent Grocers 
No Increase in Price 
Same Generous Weight! 


TOASTMASTER 


Hart-O 


Heart of the Whe 
Contains Vital, Life-giving Vitamins B, and B, G! 


HART-O-WHEET WHITE BREAD 
CONTAINS THE HEART (OR 
EMBRYO) OF THE WHEAT-THE 
RICHEST, MOST VITAL PART 
OF THE GRAIN 


at is Highly Nutritious, Too — 


were 


at 
~—? 


pT iged 


=Wheet 


WHITE BREAD 


Heralding a newly developed process whereby a vital element of wheat, pre- 
viously lost, is now retained, Midland Bakeries has launched its first test copy in 
Peoria newspapers. 


Young & Rubicam. For the first 
time, the number of consumers who 
follow the ratings issued by con- 
sumer groups, the extent of reader- 
ship of “guinea pig” books, the 
attitude of consumers toward adver- 
tising and distribution, and results 


| of a special national poll of second- 


. . » Kentuckiana’s newspapers, through which alone 


you can effectively tap the rich reservoir of sales op- 


portunities in Kentucky and Southern Indiana . 


Owners G Operators 


WHAS 


50,000 Watts 
820° K.C. 
Basic Columbia 
Outlet 


‘The Conrier-Zournal 


THE LOUISVILLE TIMES > 


Represented Nationally by THE BRANHAM CO. 


~y 


! 


MeMillan described | President and director of research, | ary school teachers to find out how 


they have been affected by the 
movement, will be revealed. 
Friday’s program, entirely under 
the direction of the Advertising Re- 
search Foundation, which is co- 
sponsored by ANA and Four A’s, 
will be devoted to the quest for im- 
proved scientific measurements of 
advertising. A sound movie, spe- 
cially prepared by the “March of 
Time,” will dramatize what science 


|has contributed to business and how 


| 
| 


| 


business has furthered science. 


Following this historical approach, 


Richard Compton, | president 


October 16, 


— 


Compton Advertising Agency and 
'chairman of the Foundation, wij! 
| describe the work done to date, and 
| how this group is already demon- 
| strating the great potential value of 
| cooperative action to make advertis- 
jing a more effective and profitable 
|tool for advertisers, agencies and 
media. 
Discuss Specific Media 


_ Specific media will be discussed at 
| this session by Neville Miller, presi- 
| dent of the National Association of 
| Broadcasters; Kerwin Fulton, presi- 
|dent of Outdoor Advertising, Inc.. 
| William B. Warner, president of 
National Publishers Association and 
of McCall’s; and Edwin S. Friendly, 
business manager of the New Yorl: 
Sun and chairman of the committee 
in charge of the Bureau of Adver- 
tising of American Newspaper Pub- 
lishers Association. Several othe: 
unannounced speakers, from adver- 
tiser, agency and media ranks, wil! 
give their views on the various 
readership studies now being made. 
| A reception, dinner and _ show, 
| featured by the annual Ad-Ribbers 
| Club presentation which will be di- 
‘rected and produced by professiona! 
| talent from the National Broadcast- 
|ing Company, will close Friday's 
' program and the non-athletic as- 
_pects of the meetings. The annua! 
| golf tournament for members and 
| guests will be held Saturday. 


N. Y. Weekly Data Given 

New York Press_ Association, 
Syracuse, has issued its third annua! 
rate book containing selling mes- 
sages for weekly newspapers, 
newspaper listings, market data and 
a map of the state showing geo- 
graphical distribution of 281 mem- 
ber papers. A feature of the book 
is the arrangement of newspapers 
by counties with market data on 
}each county from recent government 
figures. 


Cattle Foods to Eastern 

Heiny Bros., Jersey City, has 
named Eastern Advertising Agency, 
New York, to handle promotion of 
lits mineral foods for poultry and 
cattle. Farm and poultry journals 
will be used. Robert H. Kupsick 
is account executive. 


Marby Named 

Frank Marby has been named ad- 
vertising manager of the “Berkshire 
Woolen News,” new publication of 
Berkshire Woolen Company, Pitts- 


| 


of | field, Mass. 


Hooper-Holmes questioned 


600 retailers in the Worcester Market 
Area. W T AG was their overwhelming first choice. 


WTAG 


WORCESTER, MASS 


NBC BASIC RED AND 
YANKEE NETWORKS 


EDWARD PETR 


National Representative 


Y & CO., 
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Promotion 
Review 


The Syracuse Post-Standard has 
issued an attractive four-page folder 
telling the story of its coverage in 
terms of its carriers, and the in- 
sed circulation which they are 
securing. 


* % a 


“Indiana Madness” is an excel- 
iently produced folder of WIRE, 
Indianapolis, playing up the role 
this station will play in broadcasting 
basketball games this winter and 
next spring. 

ait a 


Playing up its picture coverage 
of the annual convention of bakers, 
Bakers’ Helper nas issued a three- 
color planographed selfmailer, “Re- 
turning for the 8th Term by Popular 
Demand.” The broadside details 
} the publication’s picture coverage, 
/ ind translates this coverage into 
. terms of added reader interest. 

4 * a % 


} “Now You're Talking,” says Coun- 
i try Home in a colorful brochure 
} which continues its theme of “don’t 
talk down to the farmer.” The 
folder opens up to a giant reproduc- 
tion of typical pieces of copy by 
new advertisers in the magazine. 
a * 16 

House Beautiful has sent prospects 
a copy of its decorating manual 
with a covering letter pointing out 
the plus services and merchandising 


extras which the publication gives | 


fF to advertisers. Along with the 
manual went a copy of the letter 
}sent to retailers, urging them to 
| place copies in salespeople’s hands, 
} to use reprints for displays, etc. 
i oe ue 1% 
Philadelphia Inquirer thinks 
solved the window map prob- 
by installing a map of Europe 
10” by 6’ 10” in its window. The 
ce is shellacked, so that crayon 
markings can be changed daily. 


The 
it has 
lem 


urla 


a Ht 2B 

5 Business Week has issued a pro- 
' motion booklet, “Getting the Order 
for Machinery and Allied Products,” 

B which reports results of a survey 
showing that most industrial com- 


panies “look to the front office” 
for final decisions on purchases. The 
B book klet points out that there are 12) 


questions which management exec- 


ng pate tos. orders, and contains | 
reproductions of machinery adver- 
sements from the pages of Busi- 
» vess Week to show how manufac- 
irers are merchandising their | 
f products to active management. 


1K e: a 
Modern Magazines has 
The Middle Class Market,” a study 
} vhich points out the tremendous 
} changes in the U. S. market during 
the past decade. 
1929 


é 


under 
$20 ; 


weekly incomes 


er cent between 


WFBR’S LOCAL 
ADVERTISING IS 
20% AHEAD 
OF LAST YEAR’S! 


And for the last four years, 
WFBR has been FIRST among 
Baltimore network stations 
in local advertising. 


“ATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK BF 


li 


ves ask themselves before plac- | 


issued 


It is shown that in | 
21.5 per cent of all families | 
$20, | 


and 40.5 per cent over $40. 
41.7 per cent of U. S. families earn 
less than $20 a week, 37.4 per cent 
are in the $20-$40 class, and 20.9 
per cent in the over $40 bracket. 
These figures are cited as proof that 
“adequate coverage of the middle| New York, Oct. 11—Although not | 
class market of the U.S. is essential | | directly involved in the production | 
in order to achieve volume sales— | ef the movie version of “taferen- 
and today, better than ever before, | ition, Please,” which Pathe Film 


re Pape se rg a oe ee amr Corporation has just adapted to the | 

this goal.” screen, Canada Dry Ginger Ale, Inc., | 

|which sponsors the popular radio 

| show, will attempt to capitalize on 

A beautiful job of photographic | the added publicity afforded by the 
reproduction is embodied in an 8-| picture. 

page brochure of Ladies’ Home| Canada Dry’s merchandising tie-in 

Journal telling the story of a cam-| with the film short will begin with 

paign on sterling by Wallace Silver- |a mailing to 100,000 retailers, con- 

smiths. | taining a strip of the actual film and 


Exploit Screen 
Version of Quiz 


PC aie ae 


A 25% to 332 reduction in 


| advising them that special displays 


are available to lure movie-goers 
into stores carrying Canada Dry 
products. 
as the setting up of Canada 
sample booths in lobbies of theatres, 
are also being planned. 


Follows Air Show 


The film itself, which is distribu- 
ted by RKO Radio Pictures, Inc., 
follows the pattern of “Information, 
Please”’ on the air, even employing 
the same personalities as actors. 
Clifton Fadiman, John Kieran, F. P. 
Adams and Oscar Levant are among 
those to be seen. New versions of 
the short will be issued monthly and 
are scheduled to be shown in 5,000 
theaters. 


the cost of poster displays 


during the months of December January and February 
will be available beginning December |, 1939 in all 
cities and towns operated by Packer-Central in the 
states of New York, Pennsylvania, Ohio, Indiana, 
Montana, Michigan and Utah. 


low cost. 


Powe DER E ~ is 
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By adjusting poster display costs to seasonal 
traffic variations, Packer-Central again demonstrate 
their ability to provide advertisers with the most 
effective outdoor advertising service at uniformly 


Other promotions, such | 
Dry | 


Hudnutt Named Head 
of Ohio Select List 


A. C. Hudnutt, Elyria Chronicle 
Telegram, has been named publisher 
of the Ohio Select List, which repre- 
sents 48 daily newspapers in Ohio. 

Other new officers are H. H. 
Henes, Painesville Telegraph, vice- 
president, and C. H. Spencer, New- 
ark Advocate, secretary-treasurer. 


Names Irwin Vladimir 
American Writing Machine Com- 
pany, New York, has appointed 
Irwin Vladimir & Co., New York, 
to handle its promotion abroad. 
Business papers, newspapers and 
magazines will be used. Jack Don- 
nelly, formerly business manager of 
Broun’s Nutmeg, has joined the 
agency as account executive. 
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. Promotes Ranger Items * L aun dr C fe} W. H. Hoedt Studios, Philadelphia.|celsior Laundry, Albuquerque, 
Firestone Reveals y Copy 


How to Become 
a Social Success 


Rubber Mattresses In- 
duce Needed Relaxa- 


tion, Debutantes Learn 


(Picture on Page 39) 


Akron, Oct. 11—The 1939-40 
social whirl is destined to be a bril- 
liant success if the aggressive new 
rubber mattress campaign sponsored 
by Firestone Tire & Rubber Com- 
pany bears the expected fruit, it) 
was indicated here this week. The 
drive, Firestone’s first extensive | 
consumer copy on Airtex, is ex-| 
pected to profit from the missionary | 
efforts of leading rubber compa- 
nies during the past year aimed at 
creating consumer acceptance of the | 
new bedding idea. 

Most of Firestone’s missionary | 
work has been done by salesmen, 
and while isolated consumer and 
business paper announcements have 
been used, the present campaign 
marks the initial appearance of Air- 
tex advertising built around a single 
theme. This theme is the connec- 
tion between the gay social season 
that has just started and the need | 
for thorough sleep. 

Adhering to the theory that mass | 
buying follows the approval of the 
class market, Firestone is stressing | 
specialized magazines this fall. | 
Black and white pages in Good | 
Housekeeping, Harper’s Bazaar,| 
House Beautiful and House and | 
Garden are scheduled. A four-color | 
spread in Vogue this month fired | 
the opening gun in the drive. 


Such a Busy Life 


The “society” angle is established 
by copy such as this: “Does your 
day begin with black coffee and in- 
vitations. ..continue with committee 
meetings and causes...fittings and 
massages, functions and fanfaron- 
ades...party giving and party going | 

-all a good deal of fun, but oh, 
how tired sometimes the dancing | 
feet! Women who play the tight- 
nerved game of society need one- 
hundred per cent sleep. Firestone 
Airtex gives you perfect body sup- 
port, perfect nerve-relaxation, 
through a brand-new sleep prin- 
ciple.” 


| 
| 


Advantages of the Latex mattress, | 
in- | 


claimed in the copy, include 
definite wear, smart styling, re- | 
sistance to dust and lack of odor. 
The mattress, it is also said, “will 
absorb every button lump 
pajama wrinkle.” 

Although prices of Airtex, which 
range from $44.50 to $64.50 include 


ticking, Firestone does not make the | 


finished mattress, but supplies the 
uncovered Latex form to mattress 
makers in various parts of the coun- 
try, who complete the job. This 
principle is followed because Fire- 
tone is exclusively a rubber com- 
pany and not want to be 
identified too closely with another 
field It is Firestone’s 
however, and not those 
makers 


work 


does 


of the mat- 
tre who contact 
rhe by these salesmen 
has resulted already in the expan- 


done 


ion of Airtex distribution to in-| 
lude some of the leading depart- 
ment stores and furniture houses in | 
the country. 

The campaign was prepared by 
Abbott Kimball Company, New 
York 


Win Hickok Contest 


First prize of $250 in the window 
ontest for sport belt displays, spon- 
ored by Hickok Mfg. Company, 
Rochester, N. Y., has been awarded 
to Brooks’, Los Angeles. Second 
prize of $100 went to The Conti- 
nental, Boston 


Starts Clinic Sessions 


The Milwaukee Aseéociation of In- 
dustrial Advertisers has launched a 
series of clinic sessions to raise the 
tandard of the industrial ad- 

ertising profession 


local 


igi" 


and 


salesmen, 


retailers. | 


Lone Ranger, Inc., New York, will 
inaugurate a campaign this fall to 
promote the various items, se | D ] 
uniforms, socks, soaps, books an 
banks, that have ea licensed by | xperts eciare 
the company in the name of the! Atlantic City, Oct. 10.— Experts 
popular movie and radio serial char-| spoke kindly of improvement in 
pono gi nigga 1 804 Bo we window | advertising displayed by laundries 
— oe oa Ss Se €a8 | as the American Institute of Laun- 


will be supplied to department|“> * ; : 
stores and other retail outlets which | Gering held its 56th annual conven- 


carry the products. Radio stations tion here last week with an exhibit 
carrying the Lone Ranger program of promotion. John H. Miller, of 
will also figure in the promotion.| Cecil & Presbrey, New York, said 


Improving Fast, 


Austin & Spector Company, New | that little laundry copy is bromidic, | 


York, is the agency. 

Calahan Agency Moves 
Harold Augustin Calahan, agency, 

has moved to larger quarters at 501 

Fifth avenue, New York. 


many members of the trade show- 
ing resourcefulness in developing 


in the judging by Blanche Claire, 
Philadelphia Club of Advertising 
Women, and H. C. Ford, of the 


new appeals. Mr. Miller was assisted | 


‘the services of advertising agencies 
-went to Imperial Laundry, Seattle, 
with Spalding Laundry and Dry 
| ° . ° 
Cleaning Company, Louisville, sec- 
'ond, and Dates Laundry, Kenmore, 
|\N. Y., third. Honorable mentions 
| were given to Rice Hotel Laundry, 
| Houston; Blakely Laundry, Trenton, 
‘and Toronto Launderers & Dry 
Cleaners. 


Little Falls Wins 


Among laundries preparing their 
own copy, first prize went to the 
| Little Falls Laundry, Little Falls, 
N. Y.; second to Holland Laundry, 
Brooklyn, and third to the Charlotte 
| Laundry, Charlotte, N. C. Honor- 
able mention was accorded the Ex- 


N. M.; Vail’s Systems, Toronto, ang 
King’s Laundry, Chicago. 

The Chicago Laundryowners 
Association took first prize in coop. 
erative advertising, followed by the 
Lincoln Laundrymen’s Association, 
and the Certified Laundries, Alby. 
querque. Awards were in certifi. 
cate form. 


Norwegian Cod to Wiener 


The government of Norway has 
appointed Friend-Wiener Advertis. 
ing Company, New York, to direct 
the promotion in this country of 
Norwegian dried codfish. A cam- 
paign using newspapers, radio and 
direct mail will be started soon. 
Ernest H. Wiener is account execu. 
tive. 


YOU JUST BET SHE IS, SONNY! 


Right now she’s writing aCompanion Reader! 
tor report on herexperiences as a home-maker. Mi 
it’s about fashions, or clothes washers, or baby 


As one of our 2.000 correspondents on the 


_lines of housekeeping, she sends us living, bred 


ing accounts of current problems. 


Because these Reader- Editors are chose® ” 
constantly checked to present an exact cross-se! 


of Companion circulation, they keep us reliabl) 
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Presto! Audience 
Participates in 
Direct Mail Drive 


Chicago, Oct. 10.—An “audience 
pal ticipation” angle has been in- 
troduced in a direct mail campaign 
here by Illinois Bell Telephone 
Company, with at least two national] 
advertisers scheduled to attempt 
the same appeal in the near future. 

In "promoting the use of its classi- 
fed directory as a buying guide, the 
telephone company has distributed 
350,000 copies of an attractively 
printed folder which features a 
mystic-looking gentleman hovering 
over a large silver ball. On all 
sides are such questions as “Who 


| sells it? 
‘of Chicago? 

| street guide.” 
|folder is the statement: 
| ver ball with edge of coin to find 


Where can I find a map 
Where can I find a 
At the bottom of the 
“Rub sil- 


the answer.” 

Pressure from the coin immedi- 
ately removes the silver coating 
from the ball, at the same time fur- 
nishing the answer: “Look in the 
Red Book, Chicago’s classified tele- 
phone directory.” 

The idea was worked out by Miss 
Helen Blume of the telephone com- 
pany in cooperation with Howard 
W. Scaman of the Pryor Press. The 
“rub-off” effect was made possible 
by a special process developed after 
a year’s experimentation. 

Other advertisers planning use of 
the stunt are Hart Schaffner & Marx 


and S. C. Johnson & Son, Racine, | New Rate Card for 


Wis. Wilson & Bennett Mfg. Com- “House & Garden” 


pany will also include the idea as es 
part of a four-page insert scheduled| The Conde Nast Publications, 
New York, will shortly issue a new 


s s. 
a oe rate card for House & Garden, ef- 
fective with its May, 1940, issue. 
The new page rate will be $1,600, 
compared with $1,400 at present. 
| The company said the new rates are 
_| based on an excess of almost 50,000 
the 


Wants Power Sncuoune 


Station WBRK, Pittsfield, Mass. 
has asked the Federal Communica-_ 
tions Commission to, increase its |circulation delivered - during 
nighttime broadcasting. The station | first half of 1939. 
operates on s510 kilocy cles. 


aa | Coffee Drink to Mack 


Overland Packing and Beverage 
Open Art School | Corporation, Long Island City, has 


The Hartford School of Advertis-| appointed Norman A. Mack & Co., 
ing Art will open Oct. 17 in the | New York, to handle promotion of 
Brown Thompson bldg., Hartford,| Coffo, a new carbonated beverage to 
Conn. Courses will include layout,| be advertised in newspapers, maga- 
lettering, design and advertising| zines, direct mail and radio. Plans 
procedure. | call for an all-season campaign. 


ladies 


tions to 


Carolyn 


EVERY WEEK 15 Jean Abbeys 
arrange promotions and displays 
featuring Companion-advertised 
products in department stores, 
coast-to-coast. 
step to microphones and 
broadeast friendly 


making friends into prospects, and 
prospects into sales. 


HARD-WORKING Companion adver- 
tising does a great job for grocery 
product advertisers through 8 


panion-advertised brands over 22 
radio stations every week. They 
arrange with chain stores for point- 
of-sale displays, flash late buying 
news, direct customers to outlets 
featuring Companion - advertised 
products and thus complete the 
chain of Companion Selling! 


Then these young 


buying direc- 
a vast PLUS audience, 


Pryces who push Com- 


| 


OU REALLY AN 


med as to what the larger group is thinking 
d feeling. And Companion editors, keenly alive 


) this information, are able to write more directly 
id helpfully to Companion readers. 

So the needs of millions of women are met in 
*Mpanion articles. And the urge to action so cre- 
ed carries over into Companion advertising pages. 
| painstaking care in the direction of editorial 
peal delivers to advertisers an audience that is 
‘tl, responsive, and in a buying mood. 


Suc 


voli awd 


ae 


y editing 
a ‘by 2,000 representative Reader - Editors 
CLINCHING SALES with, — 
— wide Merchandising. © nf 


NO PROBLEM HERE 


Kelly-Springfield's 
chiefly for the absence of the trylon and 
perisphere as a symbol of at least one 


display is notable 


of the fairs. The unit was produced by 
Einson-Freeman Company. J. Stirling 
Getchell is the agency. 


Promotion Linage 


for September 
Is Up Slightly 


Chicago, Oct. 10.—Promotional 
linage in the advertising press during 
September totalled 211,218 lines, 
compared with 208,096 lines during 
September of last year, a tabulation 
released here today indicates. 

Newspapers used the bulk of the 
space, running 61,768 lines for 29.2 
per cent of the total, while maga- 
zines were second with 37,590 lines, 
or 17.8 per cent of the total, and 
radio was third with 23,520 lines, 
or 11.1 per cent. 

Other classifications, with linage 
given first and percentage second in 
each case, were represented as fol- 
lows: business papers, 16,548, 7.8; 
farm papers, 15,820, 7.4; advertising 
production, 13,580, 6.4; paper, 11,- 
662, 5.5. 

The individual records of the 
publications whose advertising was 
measured for inclusion in these fig- 
ures was as follows: 


Lines 
ADVERTISING AGE (W)....... 74,816 
Advertising & Selling (m).. 22,624 
PrOMterTS TRH CW) occ ccccess 40,936 
Printers’ Ink Monthly....... 18,676 
Sales Management (sm).... 28,546 
a be ee 25,620 


Wholesalers Oppose 
Arbitrary Price Boosts 


Agreeing to limit price advances 
strictly to “higher costs for mate- 
rials, production and stock replen- 
ishments,” 127 members of the Chi- 
cago Wholesale Market Council 
have signed a pledge outlawing 
arbitrary price increases “during the 
present uncertain world conditions.” 

Irving Parsons, managing director 
of the Council, said that members 
believe a considerable part of the 
recent business stimulation is based 
on the expectation that the war will 
last a long time and this “is not a 
dependable foundation for a healthy, 
sustained prosperity.” 


New Process Claimed 
Boon to Advertisers 


Advertisers Photo-Engraving 
Company, New York, has perfected 
a new coarse screen engraving tech- 
nique called “Ultratone.” The proc- 
ess is being promoted to production, 
art and advertising managers by 
means of a series of mailing pieces. 

It is claimed that “Ultratone” en- 
ables quality, color and detail to be 
retained in final reproductions, thus 
making practical photographic illus- 
trations in rural and foreign news- 
papers where no art has been used 
because of uncertainty as to print- 
ing results. 


Greyhound Plans Drive 


Greyhound Management Com- 
pany, Cleveland, will use 722 daily 
and weekly newspapers in a cam- 
paign announcing a new fare reduc- 
tion, effective Oct. 17. The campaign, 
to be conducted in the territory 
covered by the Greyhound Lines, 
will cost approximately $35,000 and 
will be supplemented by spot radio. 
Beaumont & Hohman, Chicago, is 
the agency. 


Pry: 


. 


ne ee. Baia es Phy «aunt . ae ‘ : cae . , eis Fae : oe x ? é a * —— i a _ ’ 7 YY nS, Fa : aa Fr as . © 
eel SA) j Ee <aitet os é . i: na 
fe a = ait 
nnn nee ee eS SS = cies 
ee — —, (ie eee Nn Oe! a ieee 
aoa ¥, 
a " 2 (nn 
. F * eI 
Te ae a 
rik CP 7 = : é 
Td yo Pe Pe 3 ‘ee ao 
ar Ss mia was 
| ww FRANCIS Ofer —_— > 
| eo A : p 
- a ee 2 Gee 
i i 5 A ; “7 . x =" 
itm 4 me 
t - oe el ot ; ‘ 
iol wi > 
i - er , : : ree 7 
re me ; ; Say 
. - od ee 
a . . a 
| 7 “§ r - ah, 7 3 : 
nh. CU ER Re 
| . > 4 ifs ga 
| NS a " 
|i . \ \N an 
| | fi pm r4 fp aS es 
eine a ae UV QR a 
oo 0 Oem  _ eee ee : o - \ ey oe e 
| a tT -t ce 
Bi Pai 
i : mi: % tape ? Bs % - 2 a ro j > 
- 2 | foe per. sn — ———— 
fe ek 
a ae ae . ¢ t ‘ ret 
S piso a ‘ * " 
dg Bail - : ohne cot - 
, < ty bs “ee “ % A a ae “ae . ca ee - 
ae se Ba 7 : ce  . 
ho R TC aaa aan te = e+; i ae 
eae oa oe ‘ aid. ws (Daton an - ; x Bet 
Ao ae Pe Pee gc Roa y MOD; 5 neeaae “ } ; x wo nd 
hs johiiaee = 8 — aries ee R 1 a 
a . " . A re Y eo we r4 whe, oe aie s y hiss. at! de . 
“| ‘ Pr ee Be: : a et 7 ag y vi Pe. t i he 7 
‘ 3 a ro. P : , x 
s ; Be . " es a ae 
, “4 rs Ae Bee 2) Ro ni Pa . 7 7 : ; 4 bs “J ie es en ene nomena on a il ” 
ae Le i> a; 44 P ha a . + , - ai Bt Ce Sore ne Poy al E Ps i 
ee, ‘ - oe ee ee sa ay x ee oe 
any . , r ” Sen ae ee Te . 7 a 
—_— > i a ee a | Pee 
‘a } 4 6d 4 re iis Bot rs i Cc aoe 4 b, | haga: 2) ' 
F / s % . : i i e sii 4 — 3 mi . ms ~ - - spiihe. - —_— 
. 4 ‘ a, Beast & i a | Be , 
e Po ge _ © z | te 
- P ee ° ol il iG i a * = aaa : aa . P i 7 
me ; — ae * oe st ‘aoe i 
? , “ bl Fy ae eS st j-° e a i Lan <i a7 Rise Baik: ‘ ‘i 
A : “= a Xe ea ee oe oe) = 4 
- ~~ Nae . , ft =) = | tl 
) a aN. ll / 
ie #4 7 -  — gE ae 
- ies am a eee Be aaa 
; sd — ; : 8 ee o a tr Bit oc 
, = 5 ; : a aon Z , 
7a vs 7 a : ae r > " » © MO ttc. ih ‘ en 
§ ein n «! é ; ? ———3— a : 
; ‘ _— : ‘ me ns ; 
: — 5 a ‘Se aca Steam, 
a ae le 7 | os 
i : nae mk i, br i .. \ ie ? ie ——: : wart i % a e aed Ss ape q — “i “* 
4 - >) a pes ga 3 Py S c S 
: 5 ‘ Sa a ‘ : al 
_ ie = = , 5 te i . mg: ai 
, i i re a. a = — 4 a be _ . ; 
— ie = i 4 
. Ji e a ‘ ‘lilies \ 
: s a 
f es San 
5 eae 5. - 
Po ———- 
a ; . 
( =i oo Si 
. ‘aes cm”, : Seas % . ‘ ae 
(r | re 
ed C 
il : ie 4 bs 
¢l : F Tag 
| 
ly! 
" . - P 
- Larger Circulation Than Any Other Woman's Magazine—3,130,706 2 
” ee a = Ze a yi ae 7 ; 4 E F “sal - Ee ; = = ae : 
/ ™ ‘ sas! AAs PY i > : he 
. ro 2 Te me 
aaa 2 ee 5 ee =e crue #4 4 S i : + ; ’ ae 
a : ig 
we ‘ 
‘ ae » ; ‘ . uw y 2 + 4 ; : E =" % ” s A J r. . ee ie i 73 4 Y - 
a me aes : a ae > f te i Bec a fon aes Yy F ‘ i alll Te Te a te rs. < PP ete ae ee ¥ , a add Py py a ba! 
ay i war * ae tS Tee ~ Bs Bie ma BSP a Se Seated oh, ae uae eee sah ES toot Mga 1 BT te af ype ee AR Reg” 2 Ate 
; 4 a Si ad J irc oa aa s - ae : ; 4 ; : ay . : \ 0 aK ‘ ’ 2 my 


a 0 — 
bat oft ON Erk. 5, sat aoa = 2S nek: 5 yee . “a , 
iy La cae eas ey ogee Z — é ae i ears yee i 


26 ADVERTISING AGE October 16, 1939 ; Octo 


Winslow with “Camera” Senile Staten NNPA | Publishes lesan ® ents 


: Ink 
Hugh W. Winslow, formerly ad- W. J. Hearin, Jr., advertising di- The Morning Advocate, Baton Getting Personal : | 


vertising manager of Popular Pho- rector, Mobile Press Register, has Rouge, La. formerly a_ six-day 
tography, has joined the staff of joined the National Newspaper Pro- paper, is now being published seven : 
’. S. Camera, New York. motion Association. days a week. Lewis H. Brown, president, Johns-Manville Corporation, has at 


ei et eh ale 
ra oe 
~~ 
+ 


| new members and new money... 
Trendle conceived the “Lone _ —— 
Pree: 
e charge of sales, Philip Morris & 
_ but the Jim Gardners Co., has been honored by the 
Americans, including Mrs. FDR, 
Robert S. Dumper, solicitor 
Earle Clark, for many years Advertising Agency, Chicago, receives a 
in Nassau, Bahamas, gave away brought back from Switzerland. 
plishments were listed in the latest volume of “America’s Young 
| Frank B. Amos, v.p., Irwin Vladimir & Co., sails from Los An- War 
Association. He is the third person to be so honored in 20 years. . . tion: 
_. ~=and told of Hollywood camera- | Se) 


George W. Trendle, president, King-Trendle Broadcasting Cor- 
poration, Detroit, gets a lot of publicity in the current issue of The 
Saturday Evening Post as the : siieasasteietaastn linia - 
Ranger” idea and has put it 
across in radio, movies and comic 
strips, not to mention the reve- 
nue gained from merchandising 
Cuban Red Cross with the dec- 
re Living O 
—_ have been decorated by the 
in the ad dept. of Life, is getting 
treasurer of J. Walter Thompson gift from Lucille Long, star of the Na- 
his daughter in marriage. . . ; . 
Men,” a junior “Who’s Who.” He is past prexy of the Michigan S pres 
geles Oct. 19 for a combined business and vacation trip to Hawaii. . . S New 
"Darling! It’s going to give us just the Kenneth L. Watt, radio director, Fuller & Smith & Ross, finds 
men uy 


——— accepted the general chairmanship of the 23rd annual roll call of the 
N. Y. chapter of the American Red Cross. The campaign is both for . ¢hi 
man who gave the cry, “Hy Yo, s nin 
Silver,” to the nation’s youth. HE GOT THE BELL i be gi 
tie-ups. . . 
Alfred E. Lyon, v.p. in 
| oration of Commendador de la 
Cruz Roja de Cuba. Six other 
Cuban government during the 
——> 
; past three years. . . 
his first taste of married life on 
a honeymoon in the South. . - Walter A. Wade, president of Wade 
Advertising Corporation and still tional Barn ‘Dance, which the agency 
a director despite his residence handles for Alka Seltzer. It's a cowbell 
C. H. Barber, a.m., Auto Owners Insurance Company, Lansing, 
Mich., was listed among the over 6,000 men under 40 whose accom- 
Junior Chamber of Commerce, and is a v.p. and director of the U. S. . resp 
Junior Chamber of Commerce. . . iati 
Milton K. Zudeck, director of typography, McCann-Erickson, has been nan 
ap elected an honorary member of the International Trade Composition ugel 
ae apnten alae anal enough spare time to do some magazine writing. His latest article, 
er oe ee ee 4 which bore the catchy title of “Tsar of Stars,’ was printed in Liberty Fa: 
TIT FOR TAT Walter L. Bomer, v.p. in 
charge of export, Bristol - Myers f tisin 
SS eS Company, will be one of the 5 com, 


we. 


speakers at the Oct. 17 dinne p Page 
of Advertising Women of N. Y gage 
7 \ His competitor, Dorothy Cocks, | 7 an 
“E 7 a.m., Lehn & Fink Products Cor- ast 
poration, will be among the port 
. guests of honor... eto 
an Gerold M. Lauck, Jr., son of 171; 
Gerold Lauck, executive’ v.p., non 
N. W. Ayer & Son, has announced = 
: ” : . : : is eng es poem 
UST “screen rights” for a single love themselves and their two children with th eg ur bis ee B Avv 
serial, are reported to have cost thegreatest amount of beauty and comfort. mates at Princeton back in 1925 | J 
in Hollywoed as high as $175,000, as the wittiest and most enter- aj Wij 


Starting with Jim’s 81,000 a year income, taining man in college as well as 


‘ , 4 . 
. But the serial rights to the love story this calls for lots of new ideas on city and the students’ favorite author, was ; . zs 
the Jim Gardners are living (with one and suburban living... Ideas that can be used! ee last week. ‘ — is iw I been 
a half million other American homemakers ak ng a orn i eye b peyton 7 pone 
like them) is worth literally billions of Phe ideas she and Jim remember, and really . i one Pewnanper tocar renee Oo a 
dollars to American industry. It is esti- a ram pr 9 oath merican yoemagrae or just prefer goat’s milk, get in Fy th | 
. . market-place which displays more ideas for "Ge heac 
mated that the retail business of re-model- | .". | pc “er eal touch with Frank Coutant, re 
: | vodmaichine tune over « tilien living than they can possibly find in any search director, Pedlar & Ryan 
ng ane re- "THIS Ss rer i ‘ = He srates ; at dairv f as ° 
other magazine. P e operates a goat dairy farm Zin 
and a half dollars a vear. a | bv ea's ot rg! a — = — a hobby. . . 
: ‘ lernizi Here is the one American publication so . -_ oom . ~ —_ nave oe O. R. (Bud) Waller, pub- Zi 
‘ ‘ rhe . +a: oun another friend. is time ifs E 2 ° ; Age, 
. And adding on to, and moc ernizing, — packed with usable ways to meet the realities | Howard Smith, of MeCann-Erickson, Chi. lisher of Petroleum Marketer, is Age 
their home is only one of the things the of today’s city and suburban living that it is | cago. Needless to say, Mr. Chaffee recovering at his home in Wil- ve 
Jim Gardners go in for! Unlike people — now read each month by 1,600,000 active, eager contributed the picture. mette, Ill., from a recent auto- 
who live alone with their dreams, the homemakers who go into the The American only mobile accident. . . — 
Gardners are living a life that really counts Home market-place to buy ideas. Gayle Theodora is the new arrival at the home of the Theedere 
. . . : : | KR. Nathans. Her father is assistant to the general manager of Dreié! P 
_ o— § life full of planning how to surround Seems like a good place to show your wares. | Hotels, New York. . . Another arrival is the new son of Walter S. $: 
EB Jackson, a.m., Chesapeake & Ohio Lines, Cleveland. . . 
des ONLY 7% OF AMERICA’S POPULATION ARE FULL-TIME HOMEMAKERS Wesley I. Nunn, a.m., Standard Oil Company of Indiana, was 
aon te URBAN WHITE FAMILIES WITH INCOMES OVER $20 A WEEK in charge of the rally of University of Oklahoma alumni held at the 
Baa the rae — , | College Inn in Chicago Oct. 6 on the eve of the Oklahoma-North- 
rea oe hs neg ne hi western University football game in Evanston... lv 
i “gw eg papery re Erwin L. Rall, who finished 50 years service on the Newark ' 
ane thic pes po tr Evening News, was given a testimonial dinner by his co-workers 4! 
America ateahead i | the Irvington Elks Club a couple of weeks ago... B; 
place ve HOME PURNISH- Howard E. Taylor, copy chief of the W. E. Long Company, 
INGS | Chicago, received a cordial “thank you” from President Roos¢- re 


velt, who requested and was presented with the original 
caricature made for the St. Louis Post-Dispatch. The drawing W® 
one of a series of ten turned out by Mr. Taylor, who signs his work 


+e READER COVERAGE IN THE HOME- 
The Amestenn Wome T AMONG ALL MAJOR MAGAZINES* 


where over 2,000 


columns of home- 60 Fn Wt bi bi YE, | “Hod,” for the newspaper. . . 
making editorial ma- Te. ES Harry G. Atkinson, agency chief, managed to grab one of thos¢ 


precious ship bookings that are so much in demand by America® 


terial (more than any 


'. » other major maga- stranded in the war zone. After spending the summer in England, he 
en: ; 
ie zine) were published returned safely to these shores aboard the Aquitania. . . — 
$e ar NB 


in 1938—:making it recent arrival was Robert A. Emnet, who won the travel contest aw@ RET 

America’s great- \ sponsored by Ahrens Publishing Company. He had been in Europe : 
est Market-Place MERICA OME | since last May studying hotels and travel promotion. . . Irwin D. wolf, 
1 for IDEAS ON secretary and director of publicity of Kaufmann’s, Pittsburgh depart 

LIVING, ment store, had an opportunity to see Europe on the brink of W4 TI 
E J Wark. Wew Vdead. although he managed to slip out of the danger zone just before hostil- 

ties started. He made the trip across and back aboard the Atlantic L 

* According te Storch Report Clipper 
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Inland to Honor — 
Feminine M embers 
at Fall Meeting ~— 


Chicago, Oct. 11.—The Inland | 
Daily Press Association will take 


} newspapers and agencies. 


| tical and research bureaus, by writ- 


) by students in academic halls.” 


time out at its fall meeting at the 
Hotel Sherman Oct. 17-18 to pay 
‘ttle special attention to its femi- 
members. The fair sex will 
»e guests of honor at a luncheon 
Tuesday, at which Mrs. Helen Hart 
Hurlbert, publisher of the Tribune- 
Chronicle, Warren, O., will preside. 
Mrs. Hurlbert is chairman of the 
new Inland Women Publishers and 
Vianagers Committee. 

This committee was appointed 
after an analysis of the association 
nembership lists revealed that 150 

more women are either general 
-xecutives or department heads of 
newspapers belonging to Inland. 

S. E. Thomason, publisher of the 
Chicago Daily Times, will address 
the Inland at its Wednesday lunch- 
eon on “Surveying the Surveys.” 
The title suggests that Mr. Thoma- 
on is somewhat skeptical of the 
value of some of the surveys “of- 
fered the American public by statis- 


ers, speakers and broadcasters, and 


The concluding feature of the | 
convention will be a resumption of | 
the discussion of relations between 
The lat- | 
ter will be represented by John | 


} Benson and Frederic R. Gamble, | 


president and executive secretary, | 
respectively, of the American Asso- | 
ciation of Advertising Agencies. F. | 
Ward Just, business manager of the | 
Vews-Sun, Waukegan, II1., is chair- 

nan of the Inland committee on 

ugency and representatives’ rela- 

tions 


Farm Papers Report 


'September Linage 


(al 4 


g 
i 


| 


| the past 13 years and will make his 


The Idaho Granger carried 5,362 | 
lines (4.9 pages) of display adver- 
ing in its 


1,713 lines (3.8 pages) for the same 
nonth a year ago. 

These reports arrived too late for 
nclusion in the table published in 
\DVERTISING AGE last week. 


September issue as 
ompared with 4,578 lines (4.2 
pages) last year. September lin- 
ige for the Washington Grange 
Vews was 13,506 (12.4 pages) as 
ompared with 11,048 (10.2 pages) 
ast year. Nation’s Agriculture re- 
ported 2,617 lines (5.8 pages) for | 
ctober, 1939, as compared with | 


| 
| 


Willey Advanced 


Fr. C. Willey, formerly business | 
manager of the Modesto Bee, has | 
been appointed assistant general | 
nanager of the McClatchy newspa- * 
pers and radio stations. He has been | 
vith the McClatchy organization for 


headquarters in Sacramento, Calif. 


Zimmer-Keller Moves | 


Zimmer-Keller Advertising 

\gency, Detroit, has taken new 

Quarters in the Stroh bldg., Adams 
enue, Grand Circus Park. 


$317,295,000.00 
RETAIL SALES 


in the 


Memphis Market 


Bigger than the combined 
retail sales of | 
NEVADA 
IDAHO 
NEW MEXICO! 


Baths BIG 
COTTON 
CROP! 
po WM 5000 Watts Day 


1000 Watts Night 
Memphis 
Owned and Operated by 


THE COMMERCIAL APPEAL 
National Representative: The Branham Company 
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RETURNED BY POPULAR REQUEST 


Another typical George Petty creation will grace the outdoor boards this fall 


to hail the approach of Pontiac's 1940 line 


of cars. The feminine lure is 


scheduled for 5,796 locations. 


Religious Paper 


Raps Advertising 
in Liquor Stores 


Concord, N. H., Oct. 12.—A stren- 
uous blast against installation of ad- 
vertising screens in state liquor 


wholly from the viewpoint of profit. 


| Advertising, giving outside parties 


a slice, is being installed in state 
stores. It does not help the confi- 
dence of thoughtful people to find 
that the governor’s son-in-law is 
placed in charge of this advertising 
game.” 


'NBC Adds Two Stations 


Stations WJAC, Johnstown, Pa., 
and WFBG, Altoona, Pa., have be- 
. , ‘S|come affiliated with the Red net- 
been placed in charge of this proj-|work of the National Broadcasting 
ect. Company. The total number of 

The Record, edited by Dr. Robert | NBC stations is now 176. 
G. Armstrong, of this city, asserts | —_— 


that the law creating state liquor WCOS Makes Debut 


stores was designed to eliminate : 
the profit motive in favor of control Station WCOS, Columbia, Ss. C., 
of liquor traffic. began broadcasting Sept. 29. The 
“what has hi a?” it asks. | [°¥ station’s assigned frequency is 
at has happened’” it asks. | 1 379 kilocycles, and it is owned and 
“The present administration seemS | operated by Carolina Advertising 
determined to interpret the law|Company. A. B. Langley, president. 


stores has been loosed by the New 
Hampshire Congregational-Christian 
Record, which comments ironically 
that the governor’s son-in-law has 


WAR TEMPO! 


War has accelerated the pace of business — in buying and selling, 


production and employment. Faced with war’s problems, business 


men demand facts that affect business and the meaning of war’s 


impact on their business. And they want them promptly! 


Always geared to the pace of business, Business Week was 


prepared for its War Job . . . that of screening through the ex- 


perience and skill of its editors the essence of what is vital and 


timely to business in war time. 


By doing that job every week, on one of the fastest of news- 


magazine schedules, Business Week takes the war in its stride and 


keeps to its tradition of swift, factual reporting and uncolored in- 


terpretation, in terms of business interests alone. 


Advertising in Business Week, now as always, poys 


dividends to those who have a story for management. 


\ 
BUSINESS WEEK 
The Executive's Business Paper 
MceGRAW-HILL BUILDING 
NEW YORK, N. Y. 
In War, as in peace, Business Week is ALL business 
ie $ RP oe : ; ee &é& . 
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Food Chains Urde 
Wider Contacts 
with Publishers 


Cite Dual Role for 
Advertising, Stress 
Local Support 


Chicago, Oct. 13.—The concern of 
food chains over having their stores 
become integral parts of the com- 
munities they serve was accentuated 
at the sixth annual meeting of the 
National Association of Food Chains 
at the Drake Hotel this week when 
the organization unanimously ap- 
proved a report of its committee on 
press relations, urging all represen- 
tatives of chains to extend their 
personal contacts with editors and 
publishers. 

“Recognizing the service of the 
press to the community,” the report 
continued, “executives of chain food 
companies should provide on their 
part accessible avenues of contact 
and communication with representa- 
tives of newspapers and press asso- 
ciations. 

“In choosing advertising media, 
the committee recognized that news- 


papers of regular publication render | 


services which would be impossible 
without the revenue derived from 
advertising. The support, therefore, 
of the established press through our 
advertising is not only in the in- 
terest of our own business, but also 


la constructive factor in the develop- 


ee 


| 
| 


” 


ment of the communities we serve. 
A part of the elaborate exhibit 


| showing the progress of food chains | 
|in their elaborate public relations | 
program indicated that in one recent 


year, they spent $27,500,000 for ad- | 
|vertising. Of this total, 56.53 per | 
cent went into newspapers; 15.13 per | 
jcent into handbills; 5.69 per cent | 
|into radio, and 22.65 per cent into | 
all other media. 
Another section of the display in- | 
dicated that food chains were among 
the first retailers to assuage first 
public fears on the outbreak of the | 
European war by declaring in ad-| 
| vertising that there is no food short- 
| age, and that none is likely. 
| J. M. Duane, advertising manager 
| of First National Stores, Inc., Som- 
erville, Mass., told the convention 
| Monday of another successful cam- 
| paign which served both to increase 
| the company’s volume and do a good 
turn to truck farmers in New Eng- 
‘land. The theme was “Eat more 
| salads,” and the slogan, “Help your 
| local truck farmers—help yourself to 
health.” Posters were heavily used 
in support of newspaper advertising. 
First National has developed a 
new idea for window displays in the | 


| 


graphs of an array of fruit and veg- | 
etables. The photograph is installed 
at night when fruit and vegetable 
displays have been transferred to 
refrigerators. 


Differences in Methods 


Paul S. Willis, president of Asso- 
ciated Grocery Manufacturers of 


tribution practices among members 
of that organization disclosed vir- | 
tually no uniformity of practice. 

“Differences in the treatment af- 
forded different customers under a 
given price policy have no ethical 
connotation,” Mr. Willis said. “There 
is no standard of right or wrong 
that can be applied to differences 
except that of the long run mutual 
interest of both parties to any trans- 
action.” 

“Discrimination” has two _ dis- 
tinctly different interpretations, Mr. 


form of enlarged four-color photo- | —— 


America, said that a survey of dis- | 


Willis asserted. First, there is the 


10.368.089 


Lines of paid advertising for first 
9 months of 1939 


966.083 


Lines more than for first 9 months 


of 19538 
Sunday Express 
Daily Express 
Evening News 


a 


nen 


MAYBE THE REDS NEEDED THEM 


In publicizing the Mutual Broadcasting System's world series broadcasts, Robert 

A. Schmid, sales promotion manager, dolled up a bunch of Western Union 

messenger boys in baseball suits and sent them out with souvenir cross-word 
puzzles for advertising and agency men. 


discrimination as defined by the 
Robinson-Patman act which has to 
do with determining whether prac- 
tices are legal or illegal; second, 
there is “discrimination” which has 
to do with a pricing practice which 
is entirely legal, but which may 
favor one distributor as compared 
with another. 


Use of Blue Stamps 

“Many so-called discriminations,” 
he concluded, “may be _ justified 
from the manufacturer’s viewpoint 
on the ground that the pricing prac- 
tice in question is the best possible 
compromise between the varying 
types of customers, varying condi- 
tions and varying factors which have 
to be considered. No manufacturer 
would continue a pricing policy 
which was considered unfair or in- 
equitable by a majority of his cus- 
tomers.” 
Milo Perkins, president, Federal 


104.727 


Express and Evening News average net paid 
daily circulation for first 9 months of 1939— 


6,1 71 more than for the like period of 1938. 


culation for 


82.795 


Sunday Express average net paid daily cir- 
first 9 


months of 1939— 


5,036 more than for the like period of 1938. 


gained 18.0% 
gained 7.8% 
gained 8.7% 


Daily Express 


Sunday Express ........ 
Evening News 


gained 5.53% 
gained 6.48% 
gained 6.92% 


Fawiues throughout the region whose marketplace is San Antonio are on the lookout for 


household comforts and conveniences—such as radio, 
laundry and kitchen equipment. 


motor cars and all other family needs. 


The Express and The Evening News are read daily in those homes. 
steadily climbing because they are giving their readers 


based upon the 
decisions 


confidence 
are made 


San Antonio Ex 


press 


SAN ANTONIO EVENING NEWS 
Feat Foremost Tlesrtpuprh & 


complete 


and friendship of the readers in these homes 
constitutes a distinct asset for the advertiser. 


Gelllug Mote Aductibing 
Gcbing Mote Budincds for Aaveribsers 


air-conditioning, 
They closely watch the advertising of food, clothing, furniture, 


electric refrigeration, 


Their 


newspapers. 


circulation is 
This increase, 
where the buying- 


Surplus Commodities Corporation, 
told the chains that about one-quar- 
ter of the blue stamps issued by 
that organization are being used for 
butter and another quarter for eggs. 
About 10 per cent of the added pur- 
chasing power is being used for 
wheat products, and 31 per cent for 
fresh fruits and vegetables. How- 
ever, he explained, the stamp plan 
has not been in operation long 
enough to measure seasonal changes 
accurately, nor is it widespread 
enough to be sure that the food 
preferences of 150,000 persons for a 
few months are a true national in- 
dex. Furthermore, the stamp plan 
will not be extended to the entire 
relief population in less than two 
or three years. 


May Create Annual Market 


If, however, the available figures 
may be taken as an accurate index, 
the stamp plan will create an annual 


butter, 353 million dozen eggs, 25 
million bushels of wheat in the form 
of flour, 6 million bushels of corn in 
the form of corn meal, 140 million 
| pounds of rice, 87 million pounds of 
| prunes and 227 million pounds of 
| dry beans. . 
“Given purchasing power,’ he 
added, “poor people will buy train- 
load after trainload of citrus fruits, 
tomatoes, cabbages, peaches and 
other fruits and vegetables.” 

Mr. Perkins said that the commo- 
dities included on the surplus list 


market for 300 million pounds of |~ 


“Blackwell Journal’ 
Violated Order 
of FTC, Charge 


Oklahoma City, Oct. 12.—The De. 
partment of Justice has filed syj 
here against the Blackwell Journg) 
Blackwell, Okla., asking $15,000 fo, 
alleged violation of a cease and de. 
sist order issued by the Federaj 
Trade Commission in September 
1936. Charles E. Dierker, distric 
attorney, said that neither the Fed. 
eral Trade Commission order no; 
the current suit has any preceden 
in the publishing field. 

The Commission charged in its 
proceedings against the Journal ip 
1936 that the newspaper was estab. 
lished to harass its morning contem. 
porary, the Tribune, rather than for 
any profit motive. The Journal was 
charged with having sold advertis. 
ing space for less than the cost of 
setting and publishing the copy, and 
in two years was said to have dis. 
sipated 94 per cent of its $100,00 
capital in this activity. 

Furthermore, according to the 
FTC, Journal subscription solicitors 


| offered subscriptions to Tribune sub. 


scribers without charge in pursu. 
ance of the basic plan to eliminat 
its competitor. 


Representatives 
Shift to Tuesday 


The Newspaper Representative 
Association of Chicago voted at it 
Oct. 9 meeting to hold future gath- 
erings on Tuesday instead of Mon- 
day. 

This plan will avoid conflic 
with several other advertising meet- 
ings scheduled for Monday. The 
representatives meet semi-monthly 


‘Heads Standard Register 


William C. Sherman has beer 
named president of Standard Reg: 
ister Company, 
ceeding his brother, the late John Q 


and form flow register systems. 


rus fruits and possibly pork prod: 
ucts may shortly be added. 

John A. Logan, Washington, D.C 
was re-elected president of the Nz: 
tional Association of Food Chains 
Leon E. Fisher, Fisher Grocer 
Company, Springfield, Ill., was re 
elected secretary, and T. P. Cauley 
Danahy-Faxon Stores, Buffal 
treasurer. New vice-presidents att 
Frank R. Jeffrey, Eba’s Mutual Gro 
ceries, Seattle; Elwood Fisher, Fish 
er Bros. Company, Cleveland, ani 
W. E. Penick, H. G. Hill Stores, Nev 


will change from time to time. Cit-,! Orleans. 


| 


| Started 
Vay. 1933 cr 2 wes ' 


in all industries. 


“THE TIME" . 


THE PLACE AND THE TIME FOR 
EFFECTIVE ADVERTISING TO INDUSTRY’ 
| SS =| 
INDUSTRIAL EQUIPMENT NEWS 


What's New 


; 


Dayton, O., suc 


Sherman. Standard Register manu- 
factures continuous business form: 


because, due to IEN'S specialize 


setup and service, this essential 51,000 buying grou 
use Industrial Equipment News to keep posted on ne" 
industrial products and to look for their current pro 
duction and operating needs. 


“EFFECTIVE” . . . becaus 


e with the above approa¢’ 


it produces tangible productive advertising results . - 


at 4 cost of only $79 to 
representation. 


$85 an issue for standat 


| PROOF? . .. More than 375 advertisers in Octobe’ 


DETAILS? ... Write for t¢ 


he "IEN PLAN." 


— 


‘THOMAS PUBLISHING CO., 461 8th Ave., New York Cit 
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Football Map 
Sends Fans to 
‘Richard Dealers 


Milwaukee, Oct. 12.—A football 
map introduced last year by the 
Albert Richard Company, manufac- 
turer of sportswear, proved so effec- 
tive that the company has improved 
on the idea this season, the result 
being an increase of 51 per cent in 
inquiries. 

The 1939 map is 19 by 26 inches 
in size. Handsomely executed in 
{ull color, it shows the location and 
official colors of America’s leading 
colleges by the use of animated 
player figures. Official nicknames, 
major athletic conferences and other 
data essential to the well informed 
fan are indicated by colorful sym- 
bols. The map not only serves as 
a gazeteer of information for the 

sigskin addict, but is a real work 
of art which is suitable for fram- 


ing. 

All advertising refers the reader 
to his local dealer for a free copy 
of the map. In addition to this tie- 
up, the name of the local dealer is 
imprinted on the back, together 

} with the illustration of all outstand- 
S ing Albert Richard garments. The 
back also lists members of the 
Albert Richard All-American team, 
= elected by the fans themselves. A 
ballot is inserted in the pocket of 
} every Richard coat. 

Current Richard copy is announc- 
ing a new feature — All - American 
sports week, to be celebrated Oct. 
14-21. Magazines on the schedule 
are American Boy, Boys’ Life and 
Esquire. Neisser - Meyerhoff, Inc., 
Chicago, is the agency, R. M. Singer, 
Jr., being account executive. 


Y&R Promotes 
Pratt, Van Horson 


Curtis G. Pratt, for the past four 
years manager of the merchandis- 
ing department of Young & Rubi- 
cam, New York, has been appointed 
a vice-president of the agency. He 
will serve in a contact capacity. He 
joined Young & Rubicam eight years 

Sago as a member of the merchan- 
dising staff, having previously been 
president of Dover Shoe Company, 
Dover, N. H., and vice-president in 
charge of sales of Adolf Gobel, Inc., 
Brooklyn. 

John N. Van Horson, for four 
years a member of the merchandis- 
ing staff, has been appointed man- 
ager of the department to succeed 
Mr. Pratt. 

} cy, he was with Crowell Publishing 
Company, New York, Stanco Dis- 

s tributors, Inc., New York, Modess 

} division of Johnson & Johnson, New 

s Brunswick, N. J., and Dorothy Gray 
Company, New York. 


Liquor Papers 
Drop Cash Discount 


American Wine & Liquor Journal 
}and Wine & Liquor Retailer, New 
» York, has discontinued the 2 per 
; cent discount, effective Oct. 10. 

_ The publications said that this 
brings their rate structure into line 
\ - that generally prevailing in the 
nek 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


R. H. Macy Offers - 
Credit Plan Only One Price 


R. H. Macy & Co., New York, in Liquor Copy 
which has sold only for cash for| « 
in Pennsylvania 


71 years, began last week to ge a 

“cash-time” service providing for 

payment within 16 months. Cus- | Harrisburg, Pa., Oct. 

tomers who use the new credit serv- 

ice will pay a charge of six cents 

for each 94 cents spent in the store. 
Jack I. Straus, acting president of 


announced that advertising of liquor 
| prices, effective Oct. 15, 
I limited to use of state store retail 
the store, in announcing the change, prices, the question of how the 10 
pane gery a po Ps ae Ges per cent sales tax shall be handled 
growing in popularity and spreading n Dustitioce pean ness to secure 


to all income groups. For years we | : : : 
have worked to perfect a plan which | 4 ruling that retail prices shall be 


rises directly out of our basic cash | stated as such, with the explanation 
policy | and which broadens its| that they are exclusive of the sales 
scope.” tax. 


| 


Gets BPS Paints The ruling, announced by Acting 


Patterson - Sargent Company, g | Secretary Harry A. Statler, of the 


Cleveland, manufacturer of BP : ‘ 
Liquor Control Board, said that ad- 
paints, has named Fuller & Smith é | vertising addressed to retail licen- 


Ross, Cleveland, to handle its adver- 
sees may also give only the retail 


tising. A business paper campaign | 
will be started immediately. ‘price, but may carry the line, “less 


Board Sees Copy First 
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SET CRT 


Before joining the agen- | 


SEND FOR 


your copy of portfolio ‘Letter- 
heads that Tell and Sell” with 
practical examples of in- 
creased letterhead efficiency. 
Address your request to Sales 
Dept. “E”’, 


oa a" pie a (7 


mY ae 
oe 


5 
Pea 
~! wo 


Pe 


* 
we fe 


| 
| licensee discount.” 
| price, which is 16 2/3 per cent be- 


the State Liquor Control Board has | | director, 


shall be | 


LETTERWEADS w 


Ry dee RE 


Letterheads identify a business but modern business 
rform other specific functions — they 
The tastefully designed business 
letterhead can sell a product, announce a special event, 
feature business services. The new Adirondack Bond 


The wholesale 


low the retail list, may not be ad- 


| vertised. 


The Board has also asked dis- 
tillers to submit all direct mail 


12. —While | 2dvertising to its public relations 


Harkey Reiter, for 


| proval, before its use. 


ap- 


General Electric 
Promotes Scaife 


A. L. Scaife, who has been in 
charge of advertising of General 
Electric refrigerators and _ other 
products of the specialty division at 
Cleveland, has been appointed as- 
sistant advertising and sales promo- 
tion manager of the G-E appliance 
and merchandise department at 
Bridgeport, Conn. 

To his promotional responsibilities 
for refrigerators, ranges, water 
heaters and electric kitchens, he 
now adds those for clocks, clean- 
ers, fans, heating devices, home 
laundry equipment, construction 


materials and plastics. 


POPES. 5 


letterheads 


“sell” as well as “‘tell’”’. 


portfolio tells how — send for it. 


INTERNATIONAL PAPER COMPANY 


220 East 42nd St., New York, N. Y. 
wrtmertethe ont wd BOSTON: dn CLEVELAND 


‘ax a aan 


ote INTERNATIONAL | PAPER ZaLue 


E. C. McCarthy Appointed 


E. C. McCarthy, formerly with 
Jordan Marsh Company, Boston, 
Higbee Company, Cleveland, and 
other retail stores, has been ap- 
pointed vice-president in charge of 
Midwestern and Western territories 
of Comprehensive Fabrics, Inc., New 
York. He will make his headquar- 
ters in Chicago. The organization, 
formed in August, consists of manu- 
facturers who are licensed to make 
fabrics treated with koroseal, a syn- 
thetic material made by B. F. Good- 
rich Company, Akron, O. 


Lichtenberg Advanced 


Charles Lichtenberg, formerly 
vice-president and sales manager of 
Resinox Corporation, a Monsanto 
subsidiary, has been named sales 
manager of all plastic molding 
materials produced by Monsanto 
Chemical Company, Springfield, 
Mass. He will continue to direct 
the sales of Resinox molding mate- 
rials in addition to the sales of 
Monsanto cellulose acetate and poly- 
styrene molding compounds. 
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Paul Whiteman and 
Chesterfield Part 
Company Dec. 27 — 


Glenn Miller to Star 


on Cigarette Program 


Over CBS Network | 


New York, Oct. 12.-Marking the | 
end of a two-year association, Lig- | 
gett & Myers Tobacco Company will | 
replace Paul Whiteman with a pro- 
gram featuring Glenn Miller and his 
orchestra and the Andrews sisters 
on Dec. 27. Currently heard over 
95 stations of the Columbia Broad- 


a casting System on Wednesday from 
a sae 8:30 to 9 p. m., there will be no 
oe change in time or number of sta- 
¥S e tions after Whiteman broadcasts on 
er ee the Chesterfield show for the last 
a time on Dec. 20. Newell - Emmett 


Company is the agency. 
Old Gold Goes to NBC Red 


P. Lorillard Company will shift 
“Melody and Madness,” now heard 
on Tuesday on a Blue network of 
103 stations of the National Broad- 
casting Company, to Saturday to a 
Red network of 89 stations on Nov. 
25. In behalf of Old Gold cigarettes, | 
the program will be aired from 8| 
to 8:30 p. m. Lennen & Mitchell | 
directs the account. 


Spelling Bee Renewed 


Cumer Products Company has re- | 
newed “Paul Wing’s Spelling Bee” 
on 24 stations of the NBC Red net- | 
work, effective Oct. 22. The pro- | 
gram is broadcast on Sunday from 
5:30 to 6 p. m. for Energine. Stack- 
Goble Advertising Agency is in| 
charge. 


Joins Drive for Glass | 


Food and Beverage Broadcasters 
Asociation will launch “I Want a| 
Divorce” on Oct. 15 as a coopera- | 
tive venture in behalf of food prod- 
ucts and beverages packaged in 
glass containers. Nine manufactur- | 
ers in different sections of the coun- | 
try are taking part and each will 
sponsor the dramatic skit on a dif- 
ferent group of stations in his own | 
territory. The program will be 
heard on Sunday from 3 to 3:30 
p. m. on approximately 32 stations 
of the Red network of the National 
jroadcasting Company. Emil Bris- 
acher & Staff handles the account. 


Noxzema Sponsors Newscasts | 


Returning to the air after a brief | 
vacation, Noxzema Chemical Com- 
pany has launched a three-times-a- 
week news program featuring Bob | 
Trout for its greaseless cream. The | 
commentator is heard on 38 CBS) 
stations on Tuesday, Thursday and | 


Saturday from 3:30 to 3.35 p. m. 
During the football season, the | 
Saturday broadcast will be aired 


between the halves of Ted Husing’s 
weekly descriptions of gridiron con- 
Ruthrauff & Ryan is the 


tests. 
agency. 


Philip Morris Signs with NBC 


, Philip Morris & Co., after testing 
: 4 “Breezing Along” on a network of 
s E the Mutual Broadcasting System, 

; vill shift the series to an NBC Blue 

network of 43 stations on Nov. 8 

Starring Johnny Green and his or- 

chestra, the show will be broadcast 

on Wednesday from 8 to 8:30 p. m 

Biow Company is in charge 


Colgate Renews Two Serials 


Colgate-Palmolive-Peet Company 
renewed two. script shows, 
oF *Stepmother” and “Women of Cour- 
with CBS, effective Jan. 1, 
Both serials are aired daily 
10:45 to 11 a. m., the forme 
tations for Colgate tooth 
and the latter on 20 stations 
CBS Dixie network for Oc 
product senton & Bowles 
the account 


i Watkins, Phillip Renew 


tan R L Watkins Company and 
Charles H. Phillips Chemical Com 
pany have both renewed thei: 
daily serial programs on the NBC 
Red network. The former's “Bacl 

vs stage Wife” is heard from 4 to 4:15 


as 


age” 
1940 
from 
on 26 
powder 
of the 
tager 
hand 


| quarter hour over 46 stations, with | 


p. m., for Dr. Lyon’s tooth powder Joins Owens-Illinois 

over 35 stations and Phillips’ “Stella C. P. Adamshick, formerly in the 
Dallas” is heard in the following publicity department of United 
e.- ang States Advertising Corporation, has 
commercials divided among four) joined the publicity department of 
products. Blackett - Sample - Hum- | Owens-Illinois Glass Company, To- 
mert directs both accounts. | ledo. 


New Ivory Soap Show 
gir ae : g Jones Promoted 
ee ample ompany Wil’! Bush Jones has been appointed 
replace “The O’Neills,” daily serial | national advertising aneaie a the 
program broadcast from 5:15 to! Fort Worth Star-Telegram, succeed- 
5:30 p. m. over 38 stations of the|ing the late I. J. Newton, Jr. Mr. 
NBC Red network, with a new/|Jones was formerly Mr. Newton’s 
show, “Against the Storm,” begin- | assistant. 
ning Oct. 16. Ivory soap is peed 2 ipsam a 
product, with Compton Advertising) Changes Date of Issue 
the agency. Effective with the January issue, 
—_— | Petroleum Marketer, Chicago, will 
'be published on the first of the 
Hotel Group to Hackett = month and advertising forms. will 
Collier-Florida Coast Hotels, Inc., close on the 20th of the preceding 
New York, has appointed M. H, | month. 
Hackett, New York, to direct its ac- | ee ee 
count. Anticipating a busy winter | Starts Night Broadcasts 
season, the Collier group is planning| Station WMAZ. Macon. Ga.. has 
an intensive national campaign in started full time operation at night 
magazines, newspapers, radio and with 1,000 watts power. The day- 
car cards. \time power remains at 5,000 watts. 


Picks Professional 
to Judge Copy 


Atlantic City, Oct. 11.— With a 
professional advertising man _ in 
charge of the judging for the first 
time, the United States Savings and 
Loan League devoted considerable 
time to advertising at its convention 
here last week. William Northlich, 
account executive of the Buchen 
Company, Chicago, was imported 
for the occasion. He awarded first 
prizes as follows: 

Members with assets under $1,- 
000,000, Newport News Building 
and Loan Association. 

Those with assets of $1,000,000 to 
$4,000,000, Prudential Federal Sav- 
ings and Loan Association, Salt 
Lake City. 

With assets of $4,000,000 to $8,- 
000,000, San Antonio Building and 
Loan Asociation. 


| Building League 


—— 


England League of Federal Saving; 
and Loan Associations. 

The advertising flavor was aly 
maintained in addresses by Arthy; 
E. Tatham, vice-president of Youn 
& Rubicam, Chicago, and Stanley w 
Foran, head of the Dallas agency 
that name, who told the League how 
to solve some of its marketing 
problems. The need for educationg) 
copy was emphasized by Frank gs 
McWilliams, of the First Federa) 
|Savings & Loan Asociation, Spo. 
| kane, Wash., who said that less thay 
12 per cent of the public know: 
anything about building and loap 
organizations. 


New Embassy Owners 


The ownership of Embassy Ad. 


and Robert J. Weiss. 


_WEEI Increases Rates 


Station WEEI, Boston, has issued 
a new rate card, effective Oct. 15. 


Best cooperative campaign, New | showing a rate increase. 


THE GREEKS HAD A NAME FOR IT 
(which NBC has borrowed)... 


6 


ORTHACOVSTIC 


—the truest recorded } s< 


vertising Company, New York, has | 
been transferred to Harold Marsha]| 
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™ stevens Hotel, 


Oct. 19-20. First annual meet- handa - 

‘ ge co a ared in more 
ing, Packaging Institute, Edgewater than 300 + an Separate 
| Beach Hotel, Chicago. drives on Band-Aids and baby prod- 

Oct. 25-28. Annual convention, |} ucts have been in progress for sev- 


| Association of National Advertisers, 
| The Homestead, Hot Springs, Va. 
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- ail Copy « on n First Aid| 
Coming [ih Added to 


Conventions pig J&J Schedule 


| New Brunswick, N. J., Oct. 11.— 
Advertising of Johnson & Johnson’s 
Red Cross line of bandage, cotton 
and other first-aid dressings, which 
has been absent from consumer 
media for the past year, this week 
took its place in the current heavy 
J & J promotion schedule when 


Annual meeting, Agri- 
Publishers Association, 
Chicago. 


Oct. 19. 


cultural 


Oct. 19-20. Annual convention, 
\udit Bureau of Circulations, Hotel 
Stevens, Chicago. 


eral months. A heavy program for 
Tek tooth brushes was described in 
ADVERTISING AGE Sept. 11. 

Red Cross advertisements, placed 
through Young & Rubicam, New 
Hotel Del Monte, Del Monte, Calif. York, average about 840 lines. The 

theme of the campaign, “even the 

Nov. 14. Fall meeting, Central} humblest homes can afford to use 
Council, American Association of| Johnson & Johnson first-aid dress- 
ings,” is emphasized by illustrations 


Oct. 26-27. Annual convention, 
Council of American Asso- 
iation of Advertising Agencies, 


| of the family of a young worker. 


-.| Classified Ceeus 


| Copy points out the danger of us- : 
ing just “any” covering to dress a Plans 1940 Convention 
minor injury, and indicates that the | The 1940 convention of the Inter- | 
reduction in the price of sterilized | national Association of Newspaper | 
bandages makes such a practice un- Classified Advertising Managers will | 
necessary. as in a a = vee 
One phase of the Red Cross cam- UnGer spenserap of the New Or- 


: ; ; leans newspapers. 
paign is devoted to medicated plast-| Jj m™. sa tea 


ers. The story of pain relief will be | convention chairman and will be | 
told in 187 newspapers covering vir-| assisted by A. J. Combre, Times-| 
tually every important industrial | Picayune and States. 

center. In addition, 87 foreign lan- | 


guage papers will also be used. | Bank iis on 


en ere Carlton Advertising Agency, Mi- 

Packer Names Van Sant ami, Fla., has been appointed to di- 

rect the account of Miami Industrial 

Wm. Schluderberg-T. J. Kurdle| Bank. Newspapers, radio and di- 

Company, Baltimore, has appointed | rect mail will be used. Richard V. 
Van Sant, Dugdale & Co., Baltimore, account executive. 

to handle promotion of its meat 

products. 


Grobe Shifts 7 _Luscombe to Wales 


Luscombe Airplane Corporation, 

A. J. Grobe has joined the Chicago | West Trenton, N. J., has appointed 

sales staff of Small, Brewer & Kent,| Wales Advertising Company, New 

newspaper representative. He was| York, to handle its account. Maga- 

formerly associated with Henry De- | zines, business papers and direct 
Clerque, Inc. mail will be used. 


= — ———— 


(TRUE SOUND) 


Here’s a revolutionary new recording system developed by RCA and 

_ NBC engineers—the result of RCA’s and NBC’s vast experience and 

research in every phase of sound transmission, recording and repro- 

duction, Orthacoustic Transcriptions give you recorded programs 
that literally sound like Live Studio Broadcasts! 


You'll agree, after one demonstration of 
the new RCA-NBC Orthacoustic Trans- 
criptions, that here is the truest recorded 
sound you've ever heard! You'll hear tone 
that is vibrant—sparkling with life and 
warmth. You'll be able to distinguish every 
instrument in an orchestra. You'll hear 
voices as naturally as if you were face to 
face with the speaker. In short—sound 
that seems to breathe with life! 

Yes —you'll be able to note the superi- 
ority of these new true-sound transcriptions 
even if you’ve never before been able to 
discern differences in the quality of sounds! 

Orthacoustic Transcriptions provide 


nothing else. 


rent recordings. 


tions that sound like Live 


colorful, living sound because they elimi- 


nate over-resonance, ear-ting, needle-hiss, 
“wows” and “muffles.” They are boom- 
proof and distortionless. They reproduce 
with unmatched fidelity the true sound 
that goes into the microphone —and 


But let the new RCA-NBC Ortha- 
coustic Transcriptions speak for them- 
selves! Judge them as your audience will 
— by hearing them in action! Let us prove 
their superiority by comparison with cur- 


Fora long time you’ ve wanted transcrip- 


casts. Now NBC makes it possible for you 
to have them! Ask for a demonstration. 


A BACKGROUND OF 
UNMATCHED EXPERIENCE 
IN SOUND ENGINEERING 


Orthacoustic Transcriptions are a tremen- 
dous forward step in recording quality. 
The unmatched experience of RCA and 
NBC in every phase of sound transmis- 
sion, recording and reproduction — includ- 
ing radio, television, sound movies andrec- 


ords—stands behind them. 


RCA-NBC ORTHACOUSTIC 
TRANSCRIPTIONS 


—the truest recorded sound 
you’ve ever heard! 
They give users of transcriptions 

these advantages : 
1 New high fidelity reproduction quality. 


2 Elimination of distortion, particularly 
in high frequencies, no “ear-ting. 


3 A maximum signal-to-noise ratio, no 


““needle-hiss.” 
4 Entirely natural reproduction of speech. 


Studio Broad- 


5 Greater tone fidelity in reproduction 
of music. 


ELECTRICAL TRANSCRIPTION SERVICE, NATIONAL BROADCASTING CO. 
A Radio Corporation of America Service 


RCA BUILDING, RADIO CITY, NEW YORK + MERCHANDISE MART, CHICAGO + SUNSET BOULEVARD AT VINE STREET, HOLLYWOOD 
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EXTRA CHORE 


Advertising men have lots of duties aside 
from buying space and preparing copy. 


Here, for example, is L. J. Sholty, vice- 

president and Chicago manager for 

Maxon, Inc., exercising his necromantic 

talents in behalf of Edison General Elec- 

tric Appliance Company, before a meet- 

ing of the Commercial Electric Cookery 
Council. 


Promotion Men 
Told War's Effect 
on 1940 Schedules 


New York, Oct. 12. — Advertisers 
and agencies have been forced to 
spend more time than usual since 
the outbreak of war in attending to 
details arising out of the emergency, 
with the result that plans for 1940 
advertising have been delayed and 
making it paramount for newspaper 
promotion departments to drive 
hard for 1940 business during the 
remaining 11 weeks of this year, 
the New York Newspaper Promo- 
tion Group was told here today by 
James J. McMahon. 

The speaker, who heads his own 
agency here, declared that such fac- 
tors as the cancellation of schedules, 
and the deletion of price or other 
copy changes made necessary by the 
war, have delayed planning for 
1940. He pointed out that this de- 
lay in reaching decisions for next 
year has been common among 
smaller advertisers, but that the 100 
largest spenders have gone ahead 
as usual. 

Mr. McMahon said that the time 
is too short to contact all prospects 
whose schedules are still not com- 
pleted, and recomended advertising 
in business papers which reach ad- 
vertisers and agencies as the best 
substitute for personal calls. 


Market Undergoes Changes 


He pointed out that the war has 
wrought great changes in the New 
York market, and that it is the duty 
of newspaper promotion men to dig 
out the new facts and publicize 
them. Such statistics as the trend 
in subway fares, relief applications 
and fall rentals should be uncovered 
and dramatized in the advertising 
pages of business papers in a strong 
bid for a place on 1940 schedules, 
he said. 

“Throw out the window the big 
bound promotion book,” he advised. 
“Get away from highly theoretical 
philosophical dissertations.” He 
pointed out the promotion men 
must interpret the day-to-day job 
which their papers are doing to 
prospects who are located in other 
communities and who see New York 
papers only infrequently. 


Conducts Photo Contest 
Packard Motor Car Company, De- 
troit, will stage an amateur photo 
contest at the 1939 New York Auto 
Show, with a 1940 Packard coupe 
as first prize. The prize car will 
be the subject of the photographs 
and the company will install a min- 
iature photographic studio at Its 
exhibit, in addition to providing girl 
models and a photographic expert 
to supervise the picture taking. 
Twenty-six cash awards, totaling 
$650, and 100 certificates of honor- 
able mention, will be awarded. 


Announces Fall Schedule 
S. M. Frank & Co., New York, is 
using 34 newspapers, 91 college pa- 
pers and 16 national magazines in 
a fall campaign for its Medico 
pipes, cigarette and cigar holders. 


E. T. Howard Company, New York, 
is the agency. 
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October 16, 193, 


concerned for the same_ reason. 
While newspapers and local radio 
stations have a stake in improving 
the efficiency of responses to in- 
| quiries, they are able to check up on 
many local advertisers, he said. 


Research Project Launched 


Col. Gaw rested his case on studies 
made by the Direct Mail Research 


+ s sf 
Handling Inquiries 
Institute, a new organization which 


Direct Mail Research arose “out of the necessity of doing 

. ° something to remedy the situation.” 
Institute to Weigh Ef- While the personne] has not been 
fective Procedure divulged, the Institute is said to be 
comprised of those active in the di- 
rect mail field and it has no salaried 
officers. The Institute first studied 
the follow-up methods of 700 maga- 
zine and radio advertisers. Later it 
used another list of 114, all of whom 
can be classified as national. 

From these studies, Col. Gaw has 
reached the conclusion that those 
who give advertising a chance to 
function by responding promptly 
and intelligently to inquiries are 
usually found to be the leaders in 
their respective fields. Where re- 
sponses to coupons and other pro- 
motion devices are apathetic, it is 
probably due to some extent to the 
fact that mailing departments are 
accountable to purchasing agents, 
rather than to the advertising and 
sales promotion managers, for the 
cost of their operations. While the 
purchasing agent is usually a highly 


Holds Advertisers 
Incur Waste in 


Chicago, Oct. 11.—It was the last 
and biggest football game of the 
year. As the fourth quarter drew to 
its close, the Advertisers’ All Star 
eleven pushed the ball to their oppo- 
nents’ five-yard line, threatening to 
break the scoreless tie. But at this 
juncture, the Advertisers’ coach 
summoned the entire scrub team, 
which promptly lost the ball on 
downs. 

This is the picture of advertising 
as described to the Direct Mail Ad- 
vertising Club of Chicago today by 
George D. Gaw, president of the 
Gaw-O’Hara Envelope Company. 
Addressing the club’s first fall meet- 
ing, Col. Gaw pointed out that ad- 
vertisers and agencies spend huge 
sums in magazine and radio cam- 
paigns, but lose an important part 
of the benefits by “utter lack of é - 
coordination in the handling of in-| ficient technician, Col. Gaw be- 
quiries.” lieves that it is a mistake to allow 

Col. Gaw expressed the conviction him to buy too many advertising 
that agencies will have to assist supplies, simply because he is lack- 
their clients in handling inquiries, ing in sales sense. 
or see much of their prestige de- 
stroyed and advertising appropria- 
tions impaired. Magazine publish- 
ers and radio networks must be 


MAILING SERVICE 


Multigraphing — Filling-in 


Money Wasted on Postage 


A common fault of many adver- 
tisers is to fold booklets in freak 
fashion in order to make them fit 
an envelope which happens to be on 
hand. Booklets are often folded 
across the backbone, for instance, so 
that they may be mailed in a No. 10 


" hi envelope. Despite the frugality in- 
Addressing - Mimeographing dicated by this short-cut, many 
THE LETTER SHOP, Inc. mailing departments squander 


money by using more postage than 
necessary. One, for instance, put 


440 So. Dearborn St. 
CHICAGO 


Wabash 8655 


By GOLLY!-WDAY 
SAID THIS STUFF 
WAS LUX-YURY-US! 


Imagine a million better-than-average farm people, living in one of 
the nation’s richest sections, served by ONE chain station! 


Imagine that, and you have visualized WDAY's audience in the great 
Red River Valley! 


These million people buy the merchandise that’s advertised over 
WDAY because it’s the only merchandise they hear about! Wouldn't 
you like that kind of an ‘“‘exclusive’’? Let us give you ALL the facts! 


W DAY, inc 


—— 


oe G. 
Affiliated with the Fargo Forum 


PETERS, are. FARGO 940 KILOCYCLES 
NATIONAL a N. D. 5000 WATTS DAY 


1000 WATTS NIGHT 
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FAMOUS NAIL PUZZLE 


Toking he MO oper Lonteses mony pee 
vie, but © ple memer whee yew 
beew how And ie jet oe 

contesan in whihey buying by calling tor 
wry Mantee” Cw whekey 


— u reves 


... END YOUR CONFUSION WITH 
Sherry - Blended * 


Caravan 


Do you hesitate when you buy whiskey? Are ‘ 
you puzzled and confused? That's not strange, 


wo OF FINE STRAIGHy 
A wnignt "00 PROOF 


* The best taste 


with such an array of brands and types of 4 be é 
whiskies to select from. Many folks have found and Donquet of care- 

fully selected straight q 
a way to end this confusion by calling for whiskies brought , 
Sherry- Blended* Caravan— selected, light-bodied, out and completely $0.00 Fuu Pot 
straight whiskies, blended with a dash of rare, blended with just a - 


imported Sherry. It tastes good, is good, the 
name is easy to remember and it's easy to buy 


i JAS. BARCLAY & COMPANY, LIMITED 


Detroit, Michigan; Peoria, iilineis, Glesgew, Scotiend 


dash of fine,imported & 


A series of familiar puzzles forms the basis for a newspaper campaign sponsored 
by Jas. Barclay & Co., Detroit. 


— ——EE —E - 


nine cents worth of stamps on an|20 per cent was wasted in 14 per 
envelope when five would have!cent; more than 30 per cent was 
sufficed. | wasted in 4 per cent. 

A recent survey placed the aver-| Small runs were found to produce 
age cost of inquiries at $1.28. How | most of the waste, however, 82 per 
long does it take advertisers to reply | cent of all jobs wasting paper con- 
to those who have indicated their | sisting of runs of less than 10,000. 
interest in the proposition by re-| However, 77 per cent of all jobs 
turning the coupon, with or without | wasting paper were on runs of 10,- 
money? Thirteen of the 700 whose 000 to 50,000, and 49 per cent of all 
methods were tested by the Institute | jobs wasting paper involved runs of 
by the simple expedient of following | more than 50,000. 
the directions explicitly never did 
reply. One took 90 days to answer. 
Here are the time records of the 
others, based on the postmark on 
the envelope: 

Eleven answered in two days; 9 
in 3 days; 49 in 4 days; 30 in 5 days; 
14 in 6 days; 23 in 7 days; 9 in 8 
days; 11 in 9 days; 6 in 10 days; 2 
in 11; 7 in 12; 2 in 13; 3 in 14; 2 in 
15; 1 in 16; 1 in 17; 1 in 18; 3 in 
21; 1 in 25; 1 in 27. 

Of 200 of these advertisers whose 
follow-up was analyzed, 105 con- 
tented themselves with a single re- 
sponse and made no further effort 


Waste in Presswork 


The records submitted by the 
printers showed that in many cases 
it was necessary to use press sheets 
that bore no particular relationship 
in size or shape to any existing 
presses, which compelled the use of 
unnecessarily large presses, thereby 
causing a waste of press capacity. 
Less than 20 per cent press capacity 
was wasted for 48 per cent of all 
jobs, and more than 20 per cent 
press capacity was wasted for 52 
per cent of all jobs. 


| 


Puzzle Theme Keys 
Drive for Blend 
of Whisky, Sherry 


Detroit, Oct. 12.—With exhaustiy, 
tests revealing that its new cop 
effectively establishes two “point: 
of difference” in the mind of th. 
average man, Jas. Barclay & Co 
Ltd., this week released newspape, 
campaigns in selected markets, sup- 
ported by business paper advertis. 
ing. The campaign will be grady. 
ally expanded in scope until it be. 
comes nationwide. 

Sherry Blended Caravan is the 
product to be advertised, deriving 
its name from the fact that the 
blend includes a dash of “rare im. 
ported sherry wine,” in addition t, 
light-bodied straight whiskies. 4 
survey among several hundreg 
people representing various income 
groups indicated that practically aj) 
were intrigued by this idea, and re. 
ported that they would give such a 
beverage a test. 


Solving the Puzzle 


Newton E. Tarble, vice-president 
and general sales manager, felt that 
the average whisky buyer is in ¢ 
complete fog as the result of con- 
flicting claims for various brands 
He therefore decided, with the as. 
sistance of Brooke, Smith & French, 
the agency, to draw an analogy be- 
tween whisky buying and solving 
puzzles. Each piece of copy for 
Sherry - Blended Caravan will pre- 
sent what seems to be an intricat 
puzzle and show how simple it actu- 
ally is, the story of this particular 
brand following. 

The merchandising of the cam- 
paign will be handled with a pocket- 
size book to be carried by salesmen 
Called “The ‘It’s Toasted’ of the 
Whisky Industry,” the brochure 
contains the complete story of the 
planning back of the campaign, and 
makes it possible for the salesmen 
tc complete a presentation in three 
minutes. 


“Fortune” Names Ayer 


Fortune has appointed N. W. Ayer 
& Son to direct its account. 


to cash in on the interest displayed 
by the reader. Here are others’ 
follow-up records: 36, 1; 18, 2; 10, 3; 
7, 22 8, 03 & GB, Fi E, Bi 1, 3d. 


Awaiting the Answers 


The more recent test among 114 
national advertisers began Sept. 9, 
when their bids for business were 
accepted by return of the coupons. 
Thus far, only 54 responses have 
been received, 60 proving extremely 
slow on the trigger. Of the 54, 6 
answered in 4 days; 10 in 5 days; 
8 in 6; 6 in 7; 6 in 8; 1 in 9; 3 in 10; 
3 in 11; 5 in 12; 1 in 13; 1 in 14; 1 in 
16; 1 in 18; 2 in 20. 

Lethargy is not the only ailment 
afflicting advertisers, the two sur- 
veys reveal. Misspelling the name 
of the inquirers is a common sin, 
and wrong addresses are frequent. 
Poor fill-ins are the order of the 
day. Names are frequently dupli- 
cated, so that the inquirer receives 
two catalogs and two letters on the 
same day from the same advertiser. 
Rubber stamps and typewritten re- 
turn addresses are often found in 
lieu of the printed information. 
However, enough national advertis- 
ers are doing a good job to indicate 
that the problem is not insuperable, 
Col. Gaw said. 


AVOIDABLE WASTE 
FOUND IN PRINTING 

New York, Oct. 11.—In a survey 
covering the production efficiency of 
sales promotion material just com- 
pleted by the Direct Mail Advertis- 
ing Association, paper stock was 
found to be wasted in 72 per cent 
of the pieces examined, and press 
equipment was used inefficiently in 
52 per cent. The survey was car- 
ried out by analyzing the printers’ 
production records of 341 pieces of 
direct mail, provided by members of 
the association, and representing all 
kinds and sizes of booklets and 
folders. 

The waste was distributed as fol- 
lows: Up to 10 per cent of the stock 
was wasted in 35 per cent of all 
jobs; more than 10 per cent was 
wasted in 37 per cent; more than | NEW YORK 


CHICAGO 


Color gives oomphasis to your adver 
tisement’s sales appeal! It gives allur 
ing warmth to cold type and accent 
the attractive features of your merchat 
dise. 


mirrors your 
merchandise. Color has personality—" 


Color is deseriptive—it 


creates atmosphere. Color is magnet 
—it commands attention. Color is pr 
lific—it increases sales as high as 0” 


fold! 


For greater results and profit from yo" 
newspaper advertising use color ™ 
The Times-Picayune and New Orlea™ 
States. Color is now available in eithet 
page or half page advertisements dail: 
r.o.p. and Sunday in the magazine 
comic sections. 


Representatives: NOEE, ROTHENBURG & JANN, Ine. 
DETROIT 


ATLANTA SAN FRANCISC! 
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Celotex Set for 
Heavy Fall Drive 
in Farm Field 


Insulation Market Is Ex- 
panding Steadily, Sur- 
vey Reveals 


Chicago, Oct. 12.—Based on an 
elaborate survey which indicated 
great potentialties, a powerful farm 
advertising campaign will be 
launched by the Celotex Corpora- 
tion to increase the use of Celotex 
rigid board insulation in farm build- 
ings, H. W. Collins, vice-president 
in charge of merchandising, an- 
nounced today. The campaign will 
break immediately to take advan- 
tage of fall business. Among pa- 
pers to be used are Country Gen- 
tleman, Hoard’s Dairyman, Poultry 
Tribune, Successful Farming and 
others. 

The farm survey, conducted in 
35 states by Hays MacFarland & 
Co., the Celotex agency, indicated 
that most farmers have used insula- 
tion in at least one of their build- 
ings. About 41 per cent have tested 
it in remodeling their homes, while 
21.8 per cent incorporated it in the 
construction of new dwellings. Of 
the insulation going into farm struc- 
tures, 24.8 per cent used it in laying 
houses, 19.3 per cent in brooder 
houses, 13.7 per cent in dairy barns 
and smaller numbers in miscellane- 
ous buildings. 


Stress Comfort, Profit 


Based on these findings, the new 
Celotex campaign will be designed 
to stimulate use of insulation in 
construction and remodeling of 
farm dwellings, live stock and poul- 
try buildings and fruit and vege- 
table storage. Dwelling copy will 
stress the importance of adequate 
insulation for new construction and 
point out the beauty and adaptabil- 
ity of new Celotex interior finish 
lines for remodeling. Farm build- 
ing advertising will concentrate on 
insulation benefits as reflected in 
profits. All statements will be sup- 
ported with narratives of actual ex- 
periences. Authentic testimonials 


of a contest now being publicized in 
farm papers. 


Influential Factors 


The survey shed considerable 
light on the question of factors in- 
fluencing the selection of building 
materials. The company asked 548 
recent buyers of Celotex insulation 
what influenced them to select that 
brand, and received the following 
25.9 per cent, selected by 
owner; 21.6 per cent, recommended 
by contractor or carpenter; 20.2 per 
cent, recommended by lumber deal- 
er; 11.3 per cent, selected because 
Celotex is nationally advertised; 9.5 
per cent, selected, because they had 
seen similar jobs; 8.4 per cent, per- 
uaded by Celotex salesmen; 7.8 per 
cent, had used Celotex before; 4.9 


per cent, recommended by architect; | 
~~ per cent, recommended by 
‘riend; miscellaneous, 1.8 per cent. 


A question as to when insulation 


Lunching, dining or stay- 
ing at the Bellevue Is to 
see the real Philadel- 
phic. Famous people and 
important events just 
naturally gravitate tothe 
renowned hotel. You will 
enjoy its superb service 


ond moderate prices. 


BELLEVUE 
STRATFORD 


LN PHILADELPHIA 


Cave #. 
Soc "tema 


was first used by rural consumers 
revealed some surprising figures. 
Of those using insulation, 17.4 per 
cent said they adopt it ten years 
ago or longer. Only 13.7 per cent 
have used it one year or less, and 
11.7 per cent for two years, with an- 
other 11.7 per cent having used it 
for three years. 


No Longer Novelty 


Sixty per cent of the insulation 
users interviewed said that they had 
recommended it to their neighbors. 
Asked if they were planning to buy 
insulation this year or next for 
homes, only 23 per cent replied in 
the affirmative. A somewhat larger 
number, 31.8 per cent, said they 
would insulate farm buildings this 
year or next. Celotex hopes, how- 


ever, to change these ratios consid- 
erably with its new campaign. 

The survey did not neglect trade 
factors, 67 personal interviews with 
rural lumber dealers being included. 
Of the total, 67.8 per cent expressed 
enthusiasm over the outlook for in- 
sulation, asserting that the present 
market is important, and that it is 
constantly growing, while 20.9 per 
cent reported demand “steady.” 
Only 11.3 per cent took the view 
that the rural market is decreasing. 


Joins “Liquor Store” 


Langdon Caskin, Jr., has joined 
the sales staff of Liquor Store & Dis- 
penser, New York. He was formerly 
assistant to the advertising manager 
of Carstairs Bros. Distilling Com- 
pany. 


Apple Advertising 
Held Up Following 
Growers’ Squabble 


Lansing, Mich., Oct. 12.—Because 
a small group of apple growers 
have seen fit to challenge the one- 
cent a bushel tax imposed by Mich- 
igan for the purpose of promoting 
the fruit, members of the Michigan 
Apple Commission and newspaper 
publishers have been informed by 
Brooke, Smith & French, the agency 
in charge, that the campaign will 
be suspended until a legal inter- 
pretation of the tax’s validity can 
be secured. 

In making the announcement the 


agency criticized the plaintiffs for 
what it described as “shortsighted- 
ness.” The 1939 legislature enacted 
the tax measure. The suit now 
pending in Berrien County Circuit 
Court questions the constitutionality 
of the measure. 


Exhibit Cooper Art 

An exhibition of Ritchie Cooper’s 
illustrations for Saturday Evening 
Post stories will be on display at 
Stevens, Gross Studios, Chicago, 
beginning Oct. 17. 


Lowenfels Names Waters 


Frederick Lowenfels & Son, New 
York, has named Norman D. Wat- 
ers & Associates, New York, to 
handle promotion of its Hotel Bar 
butter. 


BEDTIME STORIES 


Many an otherwise canny buyer of those materials which, put together according to plan, make 
of white space a dividend-producing investment, have been soothed by the musical sound of 
off-scale offers for engravings. ... Dreams and visions of startling savings steal away his 
sense of values, and sadly dull his buying instincts . .. when corrected proofs for color, regis- 
ter and detail begin to pile up; when the dead line looms up, hours instead of days ahead; 
when arguments have ‘got him groggy,” and finally when the bill with extras’ meets his 


eye—he realizes that the beginning of it all was just another “bedtime story.” . . 


. You 


would know many of the large users of engravings who buy for the value they build into 
their white space investment. They have no ear for the off-scale "bedtime story'’"—but they 
make their satisfying savings. The final bills fit well within their budgets, and trouble, 


arguments and worry about engravings are unknown. They are regular customers of Rogers. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President e Master Craftsmen of Photo-Engraving 


2001 CALUMET AVENUE ~s Phone: CALumet 4137 ¢ CHICAGO, ILLINOIS 
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Survey Cites Basis 
for Advertiser's 
Laxative Copy Claim 


(Continued from Page 1) 


out, 2,390 were returned. Of this 
total, 1,954 replied affirmatively to 
this question; 384 said “no,” while 
52 made no reply. Other questions 
in the survey’ constituted § an| 
elaboration of this same question. 

Sponsors of the survey pre- 
sented the results with this state- 
ment: 


“Growing stringency in the in- 
terpretation of Washington § au- 
thorities in recent years’ with 


respect to the use of laxatives in 
colds has brought about for the 
manufacturer marked hazards as 
to label indications on such prod- 
ucts, or to the advertising of laxa- 
tives. 

Cite FTC’s Beliefs 


“Current medical practice,’ it 
has been alleged by such authori- 
ties, is directly opposed to the use 
of laxatives either to aid the 
body’s defense mechanism against 
infection, or for purposes of fur- 
ther increasing body alkalinity, 
even though such increases may 
be slight. 


“Because of the _ attitude of 
authorities in this connection, 
many manufacturers have been 


forced to refine their labels to 
make little or no mention of the 
use of laxatives in colds, and 
under the new Wheeler-Lea law, 
the advertising of the use of laxa- 
tives in this direction, places re- 


r 


| which makes his course 


| highest. 


the manufacturer 


in such 


strictions on 
advertising hazardous.” 

The sponsors of the survey 
asked each of eight magazines to 
send questionnaires to 
their readers. These magazines 
included national medical journals, 
two specialty publications dealing 
with gastro-intestinal diseases and 
nose and throat ailments § and 
others dealing with clinical medi- 
cine. 

A total of 2,390 questionnaires 
were returned. Only slightly more 


than 100 were unsigned by the 
physicians. Replies, it was added, 
were fairly well scattered geo- 
graphically. 
Aid Against Infection 
The second question was, “Do 


you follow such a practice (pre- 
scribing laxatives in treatment of 
cold or influenza cases) occasion- 
ally or routinely?” Replies were 
divided almost equally, with 301 
failing to answer. 

A third question was, “Do you 
use laxatives in these cases to aid 
the body’s defense mechanism 
against the infection?” Here 1,190 
said “tyes”; 1,036 said “no,” while 
164 gave no answer. 

Another question was, “Do you 
prescribe or recommend alkaline 
mixtures of any sort in your cold 
or influenza cases?” An affirma- 
tive response was given by 1,926 
physicians to this, while 404 said 
“no” and 60 gave no answer. Other 
questions referred to the type of 
alkaline mixture and the fre- 
quency of the practice followed by 
the physicians in making 
prescriptions. Salines 
be the favored type 


proved to 
of laxative, 


1,000 of | 


such | 


the medical profession, when quer- 
ied by ADVERTISING AGE, were hesi- 
tant to express an official opinion 
on the significance of the survey, 
it was pointed out that there is an 
admitted difference between medi- 
cines being prescribed by physi- 
cians and the policy of self-medi- 
cation practiced by some _ con- 
sumers. 

Thus, they argued that the Fed- 
eral Trade Commission’s policy in 
the past has been one intended to 
deter advertisers from encouraging 
consumers to “doctor themselves.” 
This would tend to make the 
actual value of the laxative in cold 
treatments of secondary impor- 
tance to the question of who pre- 
scribed it—the physician or the ad- 
vertiser. It would appear, if this 
view were taken, that the FTC 
might make its case against this 
survey on such a premise as this. 


Stipulation Recalled 


Most notable among recent edicts 
of the FTC on laxative advertising 
are the stipulation signed by Miles 
Laboratories on Alka Seltzer and 
the order issued against Grove Lab- 
oratories, maker of Bromo-Quinine. 

Miles, under terms of the stipula- 
tion reported in these columns Aug. 
14, agreed to cease use of advertis- 
ing which implied that “colds, neu- 
ralgia, distress after meals and ‘com- 
mon everyday ailments’ result from 
excess acidity of the blood, or defi- 
cient alkaline reserves, and that the 
alkalizing effect of Alka Seltzer, by 
correcting these conditions, will be 
a proper treatment for such ail- 
ments.” 

The order issued against Grove 
called for cessation of copy “repre- 


receiving 1,704 votes as compared | senting that its preparation (Bromo- 


with 433 for cascara, 


the next) Quinine) is a cold remedy, a com- 
While other authorities in | plete treatment for colds and that 


'. A YW END 


@ No precious hours wasted when you 
use the non-detour, Faithorn 3-in-] route 
— everything under ONE roof. You then 
have just one place to go—500 Sher- 
man Street—where you can check, see 
and follow every detail of your job. 


@ What a relief. What a saving. What 
a logical way to obtain better, quicker, 
more satisfactory results. 


@ Try Faithorn 3-in-] service—and you’]] 
never use the long, lagging, laborious 


route again. 


PRIN 


Just ONE place to go! 


@ When you go to one place for type- 
setting, another for engravings and still 
another for printing, you are definitely 
handicapped. You often spend days 
and days gathering loose ends together 
at increased cost, time and effort. 


@ Why not try what hundreds of adver- 
tising executives and production man- 
agers have found so profitable? Put 
your jobs where your production needs 
are started and finished in one place. 


TING 


FAITHORN 


CORPORATION 


500 SHERMAN ST., CHICAGO 
AD-SETTING + PRINTING » ENGRAVING 
WABASH 7820 
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STRESSES UNIVERSAL NEED FOR FIRST AID 


Safety...for all! 


T&S DANCE ROL S to wee just “any” cower 
ing that happens to be handy in dressing 
a minor injery. There ix always the rick of 
infection. First-eid dresangs in your home 
cheruld be as sabe a» the ones ) our own doo 
tor would use 
Troncers in making sterile dressings avail. 
able to the public Johnson & Johnson 
ha« planned ways to make them available 
to more and more people 
For example, the price of our twodnch 
bandage has been reduced one-third from 
? eve tte depreesan-years’ how price 
tl Ked Crom products cost only « frne 
non of their price of years ago 
A» a result. today the hamblest homes in 
Amence can aflord the safety and protection 
of Johnson & Johreon Red Cross products 


aus ouplat debadie tty HOP 


Expanding an already heavy fall campaign, Johnson & Johnson releases copy to 


promotes its line of Red Cross bandages. 


(Story on Page 31.) 


it will kill, fix or expel colds or 
give the final touch in expelling 
colds.” 

Findings of the FTC as reported 
then were that “the respondent 
company’s representations are mis- 
leading and untrue, that its product 
cannot with certainty ‘kill’ colds or 
‘stop a cold in its tracks,’ as adver- 
tised; that there is as yet no known 
cold remedy or cure, and no recog- 
nized ‘standard’ cold tablet or rem- 
edy and that, at most, respondent 
company’s product is an aid or 
adjunct in obtaining treatment or 
relief for colds.”’ 


: ees 
WOR Names Hayes 

John Hayes has been appointed 
production manager of Station 


WOR, Newark, succeeding Harry 
Carlson, who has returned to the 
announcing staff. Charles Goodwin 
has been named assistant produc- 
tion manager. 


Stewart Anderson Dies 

Stewart Anderson, 71, advertising 
manager and head of the editorial 
department of Penn Mutual] Life In- 
surance Company, Philadelphia, 
died Oct. 6 after a long illness. He 
oo been with Penn Mutual since 
1 A 


FLEET MARKET...THE EFFORTS OF THIS 
PUBLICATION ARE DIRECTED SOLELY 


TO_THIS FIELD 


*Investigations have proved 
that a fleet smaller than ten 
vehicles does not constitute a 


buying unit, and is not large 
enough to justify 
the installation of 


shop equipment. 


IN_TTS ENTIRETY ! 
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Johmson+ Fohmson | 
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“Help Wanted,” “Positions Wan 


Se re 


cash with order. 


wisires 


The rates for this department are as follows: 


ted,” “Representatives Wanted,” and 
“Representatives Available,” 30 cents a line, minimum charge $1. 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
$4.76 per inch. Write for folder describing discounts for term insertions. 


ae 


POSITIONS WANTED 


POSITIONS WANTED 


—— RLISHE 
MR. PUBLISHER: 
Can your organization use the serv- 


ices of a capable space salesman who 
offers the unbeatable combination of 
youth, enthusiasm, sales and mer- 
Pcnandising ability, and a clean en- 
viable record of accomplishments? 
i Future potentialities more important 
Ithan immediate earnings. Answer in 
confidence to 
<< 1928, ADVERTISING AGE, Chgo. 
IApVERTISING MANAGER—Here is 
the man who can help you. He is 
Snow directing the advertising of large 
S national consumer magazine, but he’s 
Pctvmied and seeks change. 

He has a sound sense of values 
based on 16 years successful experi- 
ence in all departments of magazine, 
newspaper and trade paper publishing. 


bas salesman he is a top-notch pro- 
ducer. As executive he knows how to 


bdelegate detail and authority and to 
coordinate, back-up and stimulate the 
Sproduction of salesmen. 

| This man is an organizer, planner 
Sand builder. His ideas and methods 


will save you money and push sales 


upward, for they have been tested for 
effectiveness. Much more can be said 
of his performance, but suffice to say 
that he is accustomed to a large meas- 


ure of responsibility and gets things 
done with dispatch. 
At the age of 39 he is young enough 


to be enthusiastic, yet old enough to 
have mature judgment. Married. Eng- 
Jish-German descent. College gradu- 
mte. He is reliable, adaptable, confi- 
ment, yet modest, and with no dis- 
Rorted ideas of his worth. You'll like 
him, as will your organization and 


pdvertisers. Will go anywhere. Write 
Zor details. 

Box 1924, ADVERTISING AGE, Chego. 
— 


FOR SALE 


MAN WANTS JOB IN N. Y¥. CITY 
Not exactly news, but it gets the story 
into the headline. College graduate, 
male, 24, ferocious worker, a year 
newspaper work, past two as copy 
dep't for small agency (some nat’l ac- 
counts). Radio experience, contact, 
production, rough layouts, just about 
everything. Still have job but must 
get to N. Y. City. Mine is a pleasant 
personality and if you're nice folks 
we'd get along swell. Starting salary 
is respectable. Why not drop me a 
note, anyway—lI'’m always hungry for 
letters. 

Box 1922, ADVERTISING AGE, N. Y. 


HELP WANTED 
ADVERTISING MAN WANTED 
Group of Ohio stores want an experi- 
enced man to handle Retail Jewelry 
advertising. MUST BE THOROUGHLY 
FAMILIAR WITH COPY, LAYOUTS, 
TYPOGRAPHY, AND ENGRAVING. 
Experience necessary in credit store 
merchandising in newspaper and radio 
fields. State actual experience, age, 
salary desired,and references, Samples 
of work if possible. A steady position 

for the right man. 

Box 1925, ADVERTISING AGE, Chgo. 
ADVERTISING LAYOUT MAN. With 
agency or studio experience. Able to 
make crisp, modern, finished layouts, 
including aeure and lettering. Age 
25 to 35. Salary $40 to $50 per week. 
State age, experience. Send samples. 
Snapshot. 

Box 1926, ADVERTISING AGRE, Chgo. 


SPECIAL SERVICES 
ADVERTISING LITERATURE 


Newest process reproduces all types 
of Illustrated Advertising Literature, 
House Organs, Sales Helps Diagrams, 
Charts, Instruction Sheets, etc., etc. 


‘Fangs of Fascism’ 
Says Dr. Townsend 
of Radio Ban 


(Continued from Page 1) 


appealing to the Federal Com- 
munications Commission. 

“This move,” he said, “seems to 
be the first baring of the fangs of 
Fascism; the first effort, not by 
government but by industry to 
thwart the free discussion of public 
questions and to chain public 
opinion. 

“It must be attacked now, for to 
remain silent may give others 
courage to make further inroads on 
our greatest freedom, that of 
speech.” 

It was disclosed only recently 
that the Townsend movement spent 
more than $150,000 for newspaper 
advertising within the past year. 
Release of these figures was accom- 
panied with news of the group’s in- 
tention to double or triple its news- 
paper budget, as well as venturing 
into radio. 

In issuing its edict against the 
Townsendites, the NAB said that it 
had done so in response to an in- 
quiry from a member station which 
had been approached by agents for 
the group. 

“The agent,” 


said the NAB, 


“sought to purchase radio time in 
15-minute units, not earlier than 
6:30 p. m. for a series of programs 
to start about Oct. 15. The agent 
declared that an endeavor would be 
made through the sponsored radio 
programs to establish new clubs, 
solicit members and sell books.” 


NAB Elucidates 


The NAB pointed out that the 
Townsend group may buy time dur- 
ing political campaigns in behalf of 
or in opposition to a public pro- 
posal subject to ballot. Meanwhile, 
representative spokesmen of groups 
will be given free time to present 
their viewpoints, “in accord with 
the public interest, program bal- 
ance and availability of time.” 

It was emphasized again that the 
NAB code does not deny the right 
of free speech to anyone, although 
it does deny the opportunity “to 
buy time and to monopolize the 
limited radio time and facilities 
available, for one-sided discussions 
of a public question.” 


BBB Widens Scope 


A department of “Consumer In- 
terests” has been added to the Na- 
tional Better Business Bureau’s 
operating organization in a move 
designed to coordinate the mutual 
interests of business and the con- 
sumer. 


AdvertisersFeature 
Localized Copy in 
National Magazine 


New York, Oct. 12.—How the 
addition of a letterpress touch to a 
gravure-printed magazine has en- 
abled several advertisers to inject 
a localized appeal into their national 
copy, was described here by This 
Week, which has made this tech- 
nique available to space users. 

By paying the cost of special 
curved electros which are “fudged 
in,” advertisers can quote varying 
prices from one city to another, 
identify local dealers, and localize 
headlines and coupons. The tech- 
nique is limited to four-color inser- 
tions and the special copy must be 
printed in black type. 

Among the advertisers that have 
employed the device are Chevrolet, 
Norge, Doubleday, Doran & Co., 
General Tire & Rubber Company, 
Studebaker Corporation, Reliance 
Mfg. Company and Minnesota Val- 
ley Canning Corporation. 

In the Oct. 8 issue of the maga- 
zine, Minnesota Valley used a box 
at the bottom of the four-color 
layout which read: “Note to House- 
wives of Los Angeles and Vicinity.” 
The line was changed for each 


market covered. 


The Knack 
of Selling Yourself 


Are you getting ahead as 


ER SHORT RUNS N ! 
Dniy cn in specialized field. Est. 4 500 Copies Prodi —wemyty 
Bieculation  exerece rolled national) Aaditional hundred copies only 22c 
ome: 2.000: production seulh arouna All sizes available. Send for educa- 
800, Splendid for one-man opera- tional Manual eee gratis 

ion from elther California or Eastern | Laurel Process, 480 Canal St., N. Y. 
Hices; now located in California. Rea-|If you are 1 

on for selling: other interests. Price: ’ Stein Mow Fork and 


1 : the Metropolitan Area, a trained sales- 
.»00 cash. No brokers. Address L. K., | man will call on request. Just phone 


-43rd Ave., San Francisco, Calif. WaAlker 5-0526. No obligation. 
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arness Curiosity 


and if it is easy enough for them 
to find out they are likely to buy. 

“For example, when the product 
cannot be seen through an opaque 


s Package Guide, 
, desi iv 
liman Suggests |torcenul’ expremion “to Gre end 


New Haven, Conn., Oct. 11.—The| more loudly and more convincingly 
xploitation of natural human curi-| than words, can give the shopper 
sity was recommended here by/| the urge to discover rather than be 
lartin Ullman, New York package| ‘sold.’ The final decision to buy 
esigner, as a guide to planning| May be due in great measure to the 
‘rapper, package and label designs| Shopper’s desire to open the box, 
@ an address before the Connecti-| and an opening device, being a con- 
ut Paper Box Manufacturers Asso-| venient part of the package, helps.” 
lation. Packages should be changed 
Warning his listeners that “too! more frequently than is the usual 
tuch package design is created to| procedure, Mr. Ullman declared. 
atter the vanity of manufacturers | Package appeal must be more care- 
nd too little packaging to sell| fully considered when buyers are 
Merchandise at a profit,” Mr. Ull-| holding back and prices are falling 
Man remarked: than during a period when every- 
“There is one factor in selling| body is buying, he added. In ap- 
through packages which can often| proaching the subject of package 
€ used to good effect. Curiosity is| design he warned manufacturers to 
® natural human trait, present in| consider carefully such factors as 
practic illy everyone. People want| market conditions and channels of 
t w what a thing looks like | distribution. 

= 


= = 
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ART BUYER’S GUIDE 


F YOU'RE an art subsidiary — the Guild Artists Bureau. 


Are You Interested in... 


Keeping yourself in the spotlight 
How to stay young the rest of your life 
Eight tips for successful public speaking 
Put up a front—and get away with it 
Quick approach to writing effectively 
The richness you are going to deliver 
Eleven ways to be an enthusiastic person 
Speak up for yourselfl—no one else will 
Exercises in creation, invention, production 
Creating an illusion of super-ability 
Learning to speak correctly 
How to develop a personality that clicks 
Be egotistic—mid make them like it 
Approach—the art of making contacts 
Letters that uncover a world of friends 
The secret of being a good mixer 
Guts—how to carry a punch and use it 
When “ignorant nerve” comes in handy 
Compiling lists of worth-while connections 
How to get people to help you 
The price you put on your own head 
Eight main ways of selling yourself 
Developing a natural front 
The value of making yourself a nuisance 
How to get people to like you a lot 
Think straight—the basic rules of logic 
When to use “high pressure” tactics 
Getting others involved in your projects 
Making people do what you want them 
to do 
The invisible art of suggestion 
That air of assurance—how to cultivate it 
Calling people by their first names 
Marks of a high-keyed expensive employee 
Putting pep into your get-ahead plan 
Legitimate bribery—devices in opportunism 
Playing politics—the democratic attitude 
Be consistently selfish—it pays dividends 
Close range study of “big-shots” 
Making 100 important contacts in a year 
How to cultivate a radical streak that pays 
Why wait for dead men’s shoes? 
When to go over the other man’s head 
Simple practices in courtesy that pay 
dividends 
How to overcome fear in all its forms 


rapidly as you should? Why do 
some of your friends and ac- 
quaintances, with no more abil- 
ity than you, seem to get all the 
“breaks” in business? Is it just 
plain luck? 

No. It’s because these “lucky” 
people have learned the most 
important secret of personal 
success — the knack of selling 
themselves. 

You can’t sell merchandise 
these days just by building a 
better mousetrap than your 
neighbor. You've got to tell the 
world about that mousetrap. 
And neither can you get ahead 
as rapidly as you should by 
patiently waiting for a break. 
You’ve got to make the breaks 
yourself — you've got to sell 
yourself. 


Daring New Book Tells You How 


And now a sensational, dar- 
ing new book brings you the 
answer to this vitally important 
problem of selling yourself. 
Written by James T. Mangan, 
advertising manager of Mills 
Novelty Company and interna- 
tionally known business psy- 
chologist, “The Knack of Selling 
Yourself” tears the lid off that 
great delusion that “merit sells 
itself.” He shows how the peo- 
ple who get the big money and 
the promotions are those who 
know how to put themselves 
over with the boss or with the 
buyer. He shows how little real 
ability counts if it isn’t sold 
right. 

“The Knack of Selling Your- 
self” is not a success book. It 
isn’t filled with platitudes by or 
about men who have already 
arrived. It’s a book for ordinary 
folks about the biggest problem 


they face—the knack of selling 
themselves. 


Not Just Why—But How 


There are no sacred cows in 
this book. The author rips the 
veil off all the old-fashioned 
copy book maxims for success. 
And he not only tells you WHY 
you must sell yourself, but 
HOW. He gives you an exten- 
sive set of exercises, practices, 
routines, practical hints, helps 
and suggestions on simple things 
to do. 

No previous book has taken 
up this primary human problem 
in such extensive detail. It 
charts a practical course for 
every man and woman who has 
latent ability and wants to mar- 
ket that ability at the highest 
price. It presents the practical 
“Get There” system of life as 
opposed to the theoretical copy 
book system which usually 
leaves us where we started. 


Make the “Breaks” for Yourself 


Don’t wait for the breaks to 
come your way any longer. Make 
use of this entrancing, practical 
guide which will enable you to 
make your own breaks. Send 
back the coupon today. 


director—a buyer 

of art work — you 
can't afford to be 
out the new limited edition of the 
sts Guild Annual, which gives you 
‘ @tance a true slant on the technique 
talent of over a hundred New York 
e'tists. Here, whatever type of job you 
“- Planning, you can leisurely iook over 
“ie actual reproductions of the work of 
~ nY artists with varied techniques and 
an. Just the right man. More than 
° drawings (111 illustrated pages) 
give you a comprehensive picture. 


wit 


Ba k of this reference book of talent is 
© Guild’s newly organized independent 


The Bureau's main function is to help 
the busy art director find the best talent 
in any price range... to free him from 
burdensome details and give him more 
time for creative work. Write for full 
information. 


Send No Money 


Get your copy of the Artists Guild An- 
nual by simply writing on your letter- 
head. The price of this time and money- 
saving book is $3.50. Look it over for 
5 days—on to yen send your 
check if you find it indispensable. Other- 
wise return, without obligation. Do it 
now—for the supply really is limited. 


The GUILD ARTISTS BUREAU Inc. 
\0 West 47th Street, New York 


Longacre 3-2233 


Keeping up with old friendships 
Making friends with the secretary 


Twenty ways to acquire a very good 


memory 


Making yourself indispensable to the boss 
Ways in which you CAN'T persuade 


people 

Boiling it all down to a formula that 
work for you and help you to 
yourself. 


... aren't those the things you would 
like to know about? They are all in 


this new, different bookl 
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100 E. Ohio St., Chicago 
1 
1! Yourself,” by James T. Mangan. 
will , payment. 
sell ! 
1 
PE: creepiest hiresdens 
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! City & State....... , 


Send me, postpaid, my copy of “The Knack of Selling 


I enclose $2.50 in full 
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Inside Discounts 
Attributed to 
Tobacco Companies 


(Continued from Page 1) 

the favored retailers paid for the 
products included in such orders 
was, by reason of the free goods, 
substantially less than the amount 
which competing retailers paid for 
an equal quantity of the goods of 
like grade and quality. 

All five companies are charged 
with having established the rela- 
tionship of seller and customer be- 
tween them and retailers by means 
of their many dealings with them 
and particularly through the me- 
dium of salesmen or missionary 
men, and have in such manner con- 
trol over the prices at which their 
products are sold to consumers. 


New Outlet Favored 


A case in point is described as 
follows in the Lorillard complaint: 

“A Lorillard missionary man is 
alleged to have taken an order from 
a dry goods company for a quantity 
of Old Gold cigarettes, and some 
other tobacco, including 31 dozen 
ten-cent packages of Union Leader 
tobacco, for which the Lorillard 
Company sent its invoice to the job- 
ber calling for payment of $402.22. 


No Charge Made 


“No charge was made in this in- 
voice for the Union Leader, for 
which jobbers were _ generally 
charged $27.06. The dry goods com- 
pany paid the jobber $406.32 at a 
time when the gross price to jobbers 
for all of the tobacco delivered to 
the dry goods company was $429.28. 
The dry goods company advertised 
and sold the Old Gold cigarettes at 
11% cents a package and at $1.14 
a carton. The result was that Old 
Gold cigarettes were then sold by 
other retailers in the dry goods 
company’s city at these prices.” 

The complaints grant the compa- 
nies the usual 20 days in which to 
respond. 


‘ 


FIRST IN CIRCULATION AND A 


LADY ESTHER COPY 
ATTACKED BY FTC 


Washington, Oct. 14.—Misleading 
advertising representations in the 
sale of Lady Esther face cream were 
charged in a complaint issued by 
the Federal Trade Commission 
against Lady Esther, Ltd., Chicago. 

The FTC listed many claims at- 
tributed to Lady Esther copy, and 
asserted that “in truth the respon- 
dent’s cream does not have any 
unique or active penetrative prop- 
erty in relation to the skin nor does 
it dissolve various forms of dirt and 
waste matter that soil the skin. 
Lady Esther face cream _ serves 
principally to cleanse the outer sur- 
face of the skin and also in the 
capacity of a lubricant whose effect 
is of temporary duration, lasting 
only as long as the lubricating in- 
gredients remain on the skin.” 


Picks Outstanding 
Commercial Films 


Business Screen, New York, has 
announced winners in its first an- 
nual selection of outstanding com- 
mercial film productions. 

Included are “Men Make Steel,” 
U. S. Steel’s all-color theatrical 
short; “Knights of the Highway,” 
prize winning safety picture pro- 
duced for Chevrolet, and “Inside 
the Flame,” technicolor film on 
carbon black, produced for God- 
frey L. Cabot, Inc. 


Canadian Bureau Urges 
Promotion in U. S. 


To encourage tourists from the 
United States to visit Canada by 
acquainting them with the regula- 
tions relating to entry and the 
amount of currency they may bring 
into and take out of the Dominion, 
the Victoria, B. C., and Island Pub- 
licity Bureau has endorsed a pro- 
posal to urge the Dominion govern- 
ment to start an advertising cam- 
paign in United States publications. 


Bacon Heads “Engineer” 

Day H. Bacon, formerly advertis- 
ing director of Hagan Corporation, 
Pittsburgh, and its subsidiary com- 
panies, has been appointed general 
manager of National Engineer, Chi- 
cago, official publication of the Na- 
tional Association of Power Engi- 
neers, effective Dec. 1. 


Natrona! Representatives 


STORY, SROOKS AND FINLEY 
Mew York, Philadetpmas, Chicago, Cleveland, San Francisco 
GARNER & GRANT, Atlents, Go 


DVERTISING FOR 18 YEARS 


Markets 
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Wasey Is Agency 
A story in ADVERTISING AGE last 
week concerning the Texas Com- 
pany’s campaign for its Marfak 
grease, Texaco oil and gear lubri- 
cants incorrectly referred to New- 
ell-Emmett Company as the agency. 
Erwin, Wasey & Co. is the agency 
for this Texaco advertising. New- 
ell-Emmett handles gasoline copy 
and Buchanan & Co., radio. 


WIBW Names Biddick 


Biddick Company, 
Angeles, has been appointed Pacific 
Coast representative of WIBW, To- 
peka, Kan. 
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MONTREAL 
WINNIPEG 
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Operates Full Time 
Station KFEL, Denver, a Mut# 
Broadcasting System affiliate, ~ 
inaugurated full time operation ¥* 
increased power of 1,000 watts. 
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City Oct. 9, 1937 Oct. 8, 1938 Oct. 7, 1939 1937 1938 Oct. 8, 1938 Oct. 7,1939 Low bende 
J | 3] : rT es 12,510,049 9,085,759 7,468,326 —40.3 —17.8 227,178 221,109 —?! 1ea 
PO 3 i ere a 7,267,283 6,536,391 6,250,511 —14.0 —4.4 167,044 190,072 +135 ings. 
Mees PEs 6 éacewuss 5,399,547 3,835,851 4,296,411 —20.4 +12.0 109,865 106,043 —3 The 
BEPMER, GO, ciccsasess 12,337,654 11,820,130 13,367,830 +8.3 +13.1 329,266 377,902 +14 sofar 
Martimore, MG. ....62+. 17,565,219 16,367,926 16,527,335 —5.9 +1.0 531,193 540,317 +1! — 
Birmingham, Ala. 9,845,752 9,541,910 10,079,370 +2.4 + 5.6 252,644 382,298 +51 baste 
*Boston, Mass. ........ 15,478,651 14,013,657 14,355,971 —7.3 +2.4 529,547 559,243 +5 = 
Bridgeport, Conn. 7,813,236 6,877,384 7,404,550 —5.2 +7.7 226,184 244,048 +1; mgeallor 
~ ae Sree 14,347,228 12,150,685 11,837,327 —17.5 —2.6 415,648 365,145 —12: and 1 
a See 3,146,461 2,883,612 3,236,364 +2.9 +12.2 99,139 99,797 +) the i: 
Cedar Rapids, la. ..... 4,001,536 3,637,102 3,805,156 —4.9 + 4.6 98,126 97,958 — ume! 
Charleston, W. Va. 8,934,534 8,239,629 7,754,313 —13.2 —5.9 235,319 221,459 _ ms 4 
Chattanooga, Tenn. 4,882,372 4,795,346 5,716,844 +17.1 +19.2 131,936 128,520 — ne 
.. -—: er 25,424,994 23,307,411 22,071,559 —13.2 —5.3 665,466 634,576 4 nore 
oe ee ee 13,490,391 11,551,933 11,756,088 —12.9 +1.8 374,522 360,923 — manswe 
ce OY a : rrr 16,563,481 13,352,849 13,458,712 —18.8 + 0.8 416,144 388,657 — 
Cr GC pesscscas 10,794,925 9,363,000 10,056,212 —6.9 + 7.4 257,384 308,523 +19 
eS. eee 16,492,764 15,606,678 15,802,912 —4.2 +1.3 412,702 422,783 +2 On 
Davenport, Ia. ........ 8,040,746 7,182,082 7,045,070 —12.4 —1.9 195,482 234,934 +2 
SS Saree rer rire. 11,969,778 9,624,534 10,425,848 —12.9 +8.3 270,368 305,788 +13 tater 
oS i 8,041,525 6,918,301 6,884,275 —14.4 —0.5 155,163 206,014 +32 nade 
meee BROTMOE, EA. 2200008 5,027,851 4,861,625 4,850,303 —3.5 —0.2 127,688 151,524 +14 resic 
Detroit, Mich. .......; 17,270,585 13,356,188 15,120,503 —12.5 +3.2 409,650 516,386 +26 pany 
Men POO, TEE. vocccsces 7,900,713 7,589,269 7,952,949 +0.7 + 4.8 188,650 239,736 +21 a 
I ak ok a cae 5 7,136,028 6,747,996 7,257,320 +1.7 +7.5 203,924 209,622 +2) eee nite 
Fall River, Mass. ..... 2,707,629 2,426,605 2,605,763 —3.8 +7.4 71,172 91,526 +28 7 
oo A ee ee 7,017,010 5,350,506 6,176,246 —12.0 +15.4 192,990 197,960 +2 al | 
Fort Wayne, Ind. ..... 9,179,363 8,095,381 8,081,440 —12.0 —0.2 228,998 230,286 +0 uest 
co A” errr rece e 5,682,290 4,223,067 4,507,727 —20.7 +6.7 98,816 107,384 +8! In 
Grand Rapids, Mich. 8,061,628 6,547,460 6,603,580 —18.1 +0.9 210,784 211,736 +( Bhe 
Greenville, 8. C. ...... 5,231,218 4,941,666 5,064,425 —3.2 + 2.5 163,583 169,953  * Ny 
Houston, Tex. ........ 2,605,838 12,615,338 13,154,582 + 4.4 +4.3 320,544 381,388 +19 at, 
Indianapolis, Ind. ..... 14,403,016 12,029,152 12,626,780 —12.3 +5.0 375,760 442,568 +1 at an 
Jacksonville, Fla. ..... 6,847,064 6,502,562 6,993,182 + 2.1 +7.5 189,042 200,858 +4 ther 
Jersey City, N. J. ..... 1,797,288 1,561,782 1,598,103 —11.1 +2.3 43,286 47,458 a Aver 
Kansas City, Kans. 2,059,140 2,130,352 2,030,896 —1.4 —4.7 54,712 68,425 +2: epre 
Knoxville, Tenn. ...... 7,870,616 7,647,141 8,121,167 +3.2 + 6.2 210,182 202,818 a. , 
Little Rock, Ark. ...... 7,267,190 7,086,858 7,013,189 —3.5 —1.0 166,376 204,568 +23 
Los Angeles, Cal. ..... 19,849,944 17,838,322 18,920,149 —4.7 +6.1 526,795 600,049 +13 
Louisville, Ky. ........ 12,297,297 10,734,894 10,954,367 —10.9 + 2.0 321,080 336,807 +4 
Se Me «oskiesena 7,732,242 6,208,680 6,349,184 —18.0 +2.3 180,152 196,014 +3 
Manchester, N. H. 2,865,082 2,781,936 2,880,483 +0.5 +3.5 73,146 87,470 +19 
Memphis, Tenn. ....... 9,328,846 8,602,510 9,160,382 —1.8 +6.5 262,178 300,734 +14 
‘Milwaukee, Wis. ..... 13,393,919 11,345,080 10,771,72 —19.6 —5.1 301,785 321,199 +6: 
Minneapolis, Minn. .... 11,352,857 10,199,661 10,472,782 —7.8 +2.7 298,769 323,169 +8. 
New Bedford, Mass. ... 2,628,836 2,360,806 2,377,224 —9.6 +0.7 60,592 71,638 +18 
New Haven, Conn, 7,298,304 6,395,998 7,008,050 —4.0 +1.6 204,120 211,008 +3 
New Orleans, La. ..... 15,571,768 14,315,890 14,813,326 —4.9 +3.5 470,103 443,996 _ 
OW TOTE. Be Te ccsans 50,389,195 44,421,348 44,205,829 —12.3 —0.5 1,460,498 1,461,535 +! 
og > Serer 5,036,370 3,759,870 2,989,366 —40.7 —20.5 96,509 88,758 —} 
ees COs witenanses 7,409,234 7,086,870 7,245,784 —2.2 + 2.2 192,752 216,692 +1 
oo hy ae 6,035,806 5,405,114 6,062,078 +0.4 +12.2 202,982 214,728 +) 
*Oklahoma City, Okla.. 9,561,594 9,053,134 6,871,312 —28.1 —24.1 227,906 184,086 —l. 
eres Be s6i0 6 vawase 8,994,080 7,788,296 8,225,172 —8.6 +5.6 229,411 264,047 +1 
Philadelphia, Pa. ..... 23,055,535 20,017,425 20,768,211 —9.9 +3.8 757,447 680,521 —l!. 
Pees, ASU seivesas 5,540,962 5,805,014 5,577,264 + 0.7 —3.9 156,086 147,868 7 
Pittsburgh, Pa. ....... 19,444,768 15,154,860 15,310,367 —21.3 +1.0 451,346 529,928 +1) 
Portiand, OF@. ...6.s0. 9,999,572 9,024,938 9,651,273 —3.5 +6.9 242,270 247,394 +? 
POE, Ds cacecesess 8,429,616 7,199,255 7,574,455 —10.2 + 5.2 232,750 225,414 — 
Richmond, Va. ........ 10,280,214 9,237,396 9,727,414 —5.4 +5.3 284,060 264,726 — 
Te a ere 13,596,782 10,877,242 11,431,888 —15.9 +5.1 323,873 332,950 +3 
J i? a 6,368,964 5,956,622 6,088,012 —4.4 +2.2 189,350 197,008 +! 
Rock Island-Moline 6,987,489 6,383,874 6,340,842 —9.3 —0.7 183,442 197,246 +! 
Sacramento, Cal. ..... 6,790,259 6,078,315 6,337,100 —6.7 +4.3 174,384 164,934 — 
San Antonio, Tex. . 5,035,536 4,816,810 5,482,336 +8.9 +13.8 124,101 146,855 +1 
——_ 
San Diego, Cal. ....... 10,989,070 9,724,366 9,796,675 —10.9 + 0.7 264,416 289,142 + 
Eee, SMe cceseeae 7,975,232 7,339,399 8,671,572 +8.7 +-18.2 235,550 263,326 +1 
‘South Bend, Ind. ..... 7,272,610 5,364,782 4,021,356 —44.7 —25.1 149,081 120,372 —! 
‘Spokane, Wash, ...... 6,018,614 5,561,696 5,079,872 —15.6 —8.7 141,064 143,402 +} 
St. Louis, Mo. ..... 14,836,220 13,396,175 13,636,795 —8.1 +1.8 374,125 398,505 +! 
*St. Paul, Minn. ....... 10,013,514 8,617,867 8,257,221 me —4,2 214,144 259,272 +2 
Tacoma, Wash. ....... 4,871,590 4,584,104 4,821,076 —1.0 +5.2 155,288 154,784 ms 
-; y Se 4,695,954 4,508,602 5,056,002 7.7 12.1 115,668 135.296 +1 
Toronto, Ont., Can. 15,030,449 13,160,019 12,288,492 —18.3 —6.6 396,074 347,414 = 
TPOY, NW. FY. .cccscscese 3,275,069 3,072,230 3,329,876 +1.7 + 8.4 74,676 99,750 + 
Tulsa, Okla. 7,500,256 6,929,668 6,850,278 omall.2 1.2 178,010 201,110 +1 
Washington, D. C. 28,603,504 26,093,736 25,555,730 —10.7 —2.1 859,977 852,048 + nd 
Youngstown, O. ...... 7,098,055 5,629,381 5,816,283 —18.1 +3.3 158,641 202,951 +2 s 
hte —— ESS _ 
PE wtdtedeeeeeans 795,867,801 703,737,303 716,136,739 —10.0 +1.8 20,901,078 21,994,451 2 
1 Akron Times-Press discontinued Aug. 28, 1938 
2 Linage of daily American, now combined with Record, eliminated from 1938 totals. 221 
3 Buffalo Times discontinued Aug. 1, 1939. 
4 Chicago Herald & Examiner discontinued Aug. 28, 1939. 
5 Milwaukee News discontinued Jan. 14, 1939. 
6 Oklahoma News discontinued Feb. 24, 1939. 
7 News-Times discontinued Dec. 28, 1938. 
Spokane Press discontinued March 18, 1939. 
9 St. Paul Daily News discontinued April 30, 1938. 
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Advertising and Oil 
\s Complex Subject 
{or Monopoly Group 


Costs One-Fourth Cent 
Per Gallon, Sohio Ex- 


ecutive Estimates 


Washington, D. C., Oct. 11.—Ad- 
© vertising’s part in the vastly com- 
: plex workings of the nation’s oil 
industry received considerable at- 
tention from Senator O’Mahoney’s 
Temporary National Economic 
Committee here last week when it 
took the bit in its teeth to plunge 
Sboldly into an economic maze cer- 
tain to puzzle the experts, let alone 
the mere motorist. 

} Evidence that advertising does 
gplsy a major role in this industry 
is found not only in the large 
happropriations used by major com- 
B panies but in the attitude toward 
advertising expressed by industry 
Te adery during last week’s hear- 


ings. 

They refuted the charge that, in- 
sofar as the oil industry is con- 
cerned, advertising is an “economic 
waste.” They told how much per 
Ballon was spent for advertising, 
and they told of the effect upon 
the industry itself that such con- 
Sumer advertising exerted. And in 
g telling they presented a few 


more problems that are yet to be 
answered. 


Cost Is Slight 


One of the most comprehensive 
tatements on advertising was 
nade by Sidney A. Swensrud, vice- 
resident of the Standard Oil Com- 

any of Ohio. Mr. Swensrud pre- 
sented a voluminous brief for the 
committee’s perusal as well as ver- 
* answers to several pages of 
uestions. 

In his brief, he commented upon 
he argument advanced by some 
hat, since most advertised gasoline 
t any one time differs from an- 
ther only slightly, the competitive 

madvertising of various companies 
epresents a social waste. 

“It is easy to exaggerate the 

Mart of the customer’s gasoline dol- 
ar which is allocated to advertis- 
ng,” he remarked. “If all the 

idvertising expenditures of the 
ndustry were charged to adver- 
ised gasoline alone, it is probable 
hat they would represent less than 
me-fourth cent per gallon. 

“Clearly, the allocation of all 

idvertising outlays to gasoline is 
nfair, since such expenditures 
ndoubtedly influence the sale of 
ther products.” 


Tells Demand Factors 


He admitted that it is futile to 
attempt to determine just what 
part advertising has played in the 
increase in demand, pointing out 


|\weC@p pack issues 


|@ Complete coverage 
of current and back 
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MONOPOLY COMMITTEE HEARS ABOUT KEEN OIL COMPETITION 
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The ceaseless battle for business waged by major oil marketers and their smaller competitors is reflected in this map pre- 
sented before the investigation of the Temporary National Economic Committee in Washington. 


that this increase has been addi- 
tionally influenced by such factors 
as cheaper automobiles, highway 
construction, automobile advertis- 
ing and lower prices on gasoline. 

“These factors, perhaps, were all 
more important than the advertis- 
ing of gasoline in bringing about 
the tremendous rise in aggregate 
consumption. Yet no one may 
maintain with certainty that the 
steady emphasis by oil companies 
on the pleasures of touring, the 
provision of road information and 
the like, all of which are included 
in advertising expenditures, have 
not contributed to bringing about 
the increase in aggregate demand.” 

More important than its imme- 
diate effect upon the consumer, he 
added, has been the effect of the 
advertising on the industry itself in 
stimulating companies to improve 
products. 


Differences in Gasoline 


“Tt is claimed,” he said, “that 
there are only minor differences 
among the many advertised gaso- 
lines today. Since all gasolines 
must be manufactured to drive the 
same group of automobiles, the dif- 
erences among them cannot be too 
great. Obviously, there may be many 
definitions of what constitutes a 
minor difference. What may be im- 
portant to the technical expert may 
be unnoticed by the layman.” 

Bearing out this contention, Mr. 
Swensrud quoted figures from re- 
search conducted in South Carolina 
in 1936 showing substantial varia- 
tions in technical properties of 
many advertised brands. He also 
explained why the variations, in 
this instance at least, were of con- 
siderable import to the motorist. 

He scored another point for ad- 
vertising in pointing out that it is a 
means by which new enterprises 
may find a place in the industry. 
“Several companies, small indeed 
no more than 10 or 15 years ago, 
ascribe to advertising a substantial 
part of their success in challenging 
the established units in the in- 
dustry,” he commented. 


Jobber Influence Cited 


Another slant to this same ques- 
tion emerged during Mr. Swensrud’s 
questioning by the committee. In 
this instance comment was made 
as to the influence of national ad- 
vertising on a jobber’s decision to 
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handle various competing brands. 
“There has been a definite tend- 


lency for jobbers to switch away 


from a private brand and to take 
on the sale of the branded products 
of some supplying refiner,” Mr. 
Swensrud said. 

“The reasons for that,” he added, 
“are the fact that brand is an im- 
portant thing and he finds that, in 
terms of the advertising media that 
are available, some large company 
can create a brand at lower cost 
than he can. 

“It doesn’t exclude—there are a 
good many local brands that are 
very popular in particular com- 
munities. But generally speaking 
the jobber today feels that he 
would rather forego that effort to 
establish his own brand and take 
on the distribution of a regular 
branded product. 

“You can imagine how much 
work that saves him. He doesn’t 
have to be an advertising expert 
and try to decide between news- 
paper and billboards and radio and 
a lot of other things. He can con- 
centrate then on the selling of his 
products and the delivery of them.” 


Millionth Barrel 
Inspires Heavy 


Push for Glenmore 


Louisville, Oct. 12.—Glenmore 
Distilleries will resume its highly 
successful “Facts Behind Our 
Human Customs” copy series in 
one of the largest fall campaigns 
ever used by the company, it was 
announced this week, although 
initial color pages in national mag- 
azines will momentarily depart 
from the major copy theme to 
publicize the 1,000,000 barrel record 
attained by the company. 

This color copy includes a pic- 
ture of company officials, headed 
by F. B. Thompson, president, look- 
ing over the actual barrel that 
marked the record. Copy empha- 
sizes that the record is “An amaz- 
ing tribute to Quality.” 

A newspaper copy will break just 
prior to start of the magazine drive, 
featuring the “Pour Glenmore... 
You Get More” slogan, and special 
promotion including painted bul- 
letins, wall signs and three-sheet 
posters is planned for several key 
markets. 

D’Arcy Advertising Company, St. 
Louis, is the Glenmore agency. 


Releases Used Car Film 


Contemporary Films, New York, 
has released “Getting Your Money’s 
Worth,” devoted to the buying of 
used cars. Third in a series of “‘con- 
sumer aid” films, the new produc- 
tion describes a number of tests by 
which a prospective purchaser can 
determine whether an automobile 
meets advertised claims. According 
to the film, 75 per cent of the people 
who spend $2,000,000,000 a year on 
used cars cannot tell if they are 


getting their money’s worth. 


G-E Advances Three, 
Moves Home Bureau 


General Electric Company has 
announced removal of its Electric 
Home Bureau from New York to 
Bridgeport, and appointment of 
three executives to the new adver- 
tising division of the appliance and 
merchandise department at Bridge- 
port. 

J. W. Dunbar, who has been 
assistant to the advertising manager 
in charge of media relations, be- 
comes supervisor of full-line appli- 
ance advertising at Bridgeport. 
Charles B. Robbins has been ap- 
pointed copy chief of the new divi- 
sion and will continue as editor of 
“News-Graphic,” issued monthly to 
distributors and dealers. K. G. 
Patrick has been placed in charge 
of press relations for the entire 
appliance line, with headquarters in 
New York. 


New Packaging 
Institute Plans 
Chicago Conclave 


Chicago, Oct. 13.—The Packag- 
ing Institute today announced com- 
pletion of plans for its first annual 
meeting at the Edgewater Beach 
hotel here Oct. 19-20 which will 
hear experts from many phases of 
the packaging industry. 

Among them will be Charles A. 
Breskin, publisher of Modern Pack- 
aging, who will discuss how the 
Institute can serve the needs of the 
packaging industry; J. L. Clark, 
chief of the Central District of the 
Department of Agriculture, speak- 
ing on the effect of the Food and 
Drug Act upon packaging, and 
Arthur B. Erekson, of the Borden 
Company, whose subject will be 
“The Consumer Looks at Old 
Products in New Packaging Mate- 
rials.” 

An Institute program for 1940 
will be adopted by the membership, 
which will also hold divisional 
meetings of the production, ma- 
chinery, supplies and design groups 
to elect directors and officers. The 
annual banquet will be held Oct. 19. 


Mail Order Men 
Re-Elect Stenger 


J. W. Stenger was re-elected 
president of the Illinois Association 
of Mail Order Men at the annual 
meeting Oct. 10. Earl B. Jenkins, 
Jay Mail Order Service, was re- 
elected secretary, and R. W. Voigt, 
advertising counselor, treasurer. All 
are from Chicago. 

Mr. Stenger was also re-elected 
to the board of directors, other 
members being Arthur Sizemore, 
Henry Lind, Nate Katz and W. W. 
Schober. 


Stack-Goble Has 
“Pot of Gold” 


The “Pot of Gold” program spon- 
sored by Lewis Howe Company, St. 
Louis, for Tums, is produced and 
placed by Stack-Goble Advertising 
Company, Chicago. 

The program was recently cred- 
ited to another agency. 


rich, prosperous farms here 


industrial payrolls boost the 
well above the average. 


POWER ... and 


list. 


NATIONAL REPRESENTATIVES ogy 
Free and Peters, Inc ae 


It's a 50-50 Market— 


About half of those 600,000 people we reach are on the 


in the heart of Illinois. The 


other half are in the hustling towns and cities, where heavy 


buying power of "Peoriarea™ 


This is a big market within a sixty mile radius and WMBD 
covers it all, thoroughly and economically. It's BIG IN 
POPULATION AND BUYING 


it deserves 
that kind of a place on your Tt 
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Roofing Promoters 
Dramatize Role of 
Color in Building 


New York, Oct. 12.—Color, which 
has played such an important part 
in the merchandising of furnishings 
for the interior of the home, has 
been almost completely neglected 
in planning the exterior of the 
home, according to Asphalt Shingle 
& Roofing Institute, which is spon- 
soring the House of Outside Color 
exhibit at Rockefeller Center. 

The exhibit marks the most im- 
portant joint promotion to date of 
manufacturers of colored roofing 
materials, although individual cam- 
paigns by manufacturers of colored 


shingles have been successful. The 
number of colors applied to roofing 
materials has increased from four 
to 24 in recent years. 

The purpose of the exhibit is to 
show the home owner that every 
part of his dwelling must be consid- 
ered when color is chosen. A series 
of panels illustrates how color har- 
mony can be achieved. 


Stress Harmonious Blends 


One of the interesting points 
made at the exhibit is that the ex- 
terior personality of the house 
should blend with natural sur- 
roundings. A home on a hilltop, 
silhouetted against a blue sky, for 
instance, presents a color problem 
far different than a house in a val- 
ley surrounded by green, or a build- 
ing perched on the yellow sands of 


the seashore. To emphasize the ef- 
fects of the proper application of 
color, a series of “before and after” 
houses are on display. A turntable 
house with a “wrong” and “right” 
side depicts as wrong a house with 
natural red slate colored roof, dirty 
white walls and dirty olive green 
trim. Subjected to expert treat- 
ment, it emerges with roof blended 
with dark blue, purple, deep green 
and brown, with white walls and 
tan door. 

The color experts who contributed 
their skill to the exhibit are Fred- 
eric H. Rahr, who is known for his 
yellow baseball; Faber Birren, re- 
cently a color consultant for Walt 
Disney, and Julian Ellsworth Garn- 
sey, color consultant to the New 
York World’s Fair. 


MacGrath Leaves Cunard 
to Join Kelly, Nason 


T. F. MacGrath, advertising man- 
ager, Cunard-White Star, Ltd., New 
York, has resigned to join Kelly, 
Nason, New York, as vice-president. 
He has been with the steamship 
company for 20 years, and has 
headed the advertising and public- 
ity department since 1928. 

The name of the agency has been 
changed from Kelly, Nason & Win- 
sten to Kelly, Nason. Harry J. Win- 
sten left the firm over a year ago. 


Lewis Transferred 


R. T. Lewis has been named 
Western advertising manager of 
National Petroleum News _ with 
headquarters in Chicago. He has 
been serving the publication at its 
home office in Cleveland. 


Advertising 


Circulation 


monthly. 


CHICAGO 


360 N. Michigan Avenue 


(A SUBSIDIARY OF 


That two year story is as simple as A. B. C. 


Increasing in number every month, 113 advertisers have, up to now, adver- 
tised 143 products and services in Woman’s Day. 


Background for Reader Interest 


In its first two years, Woman’s Day has demonstrated an editorial vitality 
which has attracted about a quarter of a million letters from readers. 


Woman's Day enters its third year with 1,200,000 net paid circulation, 


With its October 1939 issue, Woman’s Day enters its third year of ser- 
vice to woman readers. 


“If he says ‘he still wants to watch our progress,’ you give him the A, B. C. of 


the two year story—then I'll ease in a pitch on our copy-testing operation.” 


Woman’s Day has available fa- 
cilities for ‘split-run’ copy test- 
ing in any or in all of our seven 
sectional editions. 

Some advertisers say that these 
facilities provide the cleanest 
and most accurate approach to 
sensible practice of the Inquiry 
and Response Method of testing 


advertising copy. 


* (Thanks, TIDE) 


Woman’s Day 


STORES PUBLISHINC CO., INC. 


NEW YORK 


THE GREAT 


19 West 44th Street 


ATLANTIC & PACIFIC 


Commercial Trust Building 


TEA 


PHILADELPHIA 


COMPANY.) 


Pa 


—e 


Sees Huge Market 
for Book Reprints 


at Quarter Each 


Milwaukee, Oct. 12.—After long 
preparation, Red Arrow Books, a 
division of Columbian Art Works, 
Inc., printer, publisher and lithog. 
rapher, this week placed on sale ip 
Milwaukee book and department 
stores 12 reprints of well known 
books to sell at 25 cents each. Since 
Americans buy 80,000,000 magazines 
a month, while the majority of 
homes are bookless, the company 
believes that a huge market will be 
tapped by its experiment. 

The overall page size of Red Ar. 
row books is 43gx7 1/16, which per. 
mits them to be slipped into a coat 
pocket. The width of the type page 
is 33% inches, believed by the pub- 
lishers to be scientifically correct 
for “line at a glance reading.” 
Baskerville type, noted for legi- 
bility, has been employed, in a size 
somewhat larger than average. The 
nature of the content is indicated 
by the color of the cover—red for 
mystery and crime, green for trave] 
and adventure, and blue for gen- 
eral fiction. The heavy paper colors 
are simple in design. 


Produced by Offset 


Red Arrow books are said to be 
the first to be produced on high- 
speed offset presses. The books 
average only six ounces in weight, 
another contribution to comfort in 
reading. The works were originally 
published at $2 to $3 each by such 
well known companies as J. B. 
Lippincott Company, Thomas Y., 
Crowell, E. P. Dutton & Co., Little, 
Brown & Co., William Morrow & 
Co., and Dodd, Mead & Co. New 
titles will be added three times 
yearly. 

Bert S. Gittins, the Milwaukee 
agency in charge, said that news- 
papers, direct mail and point of 
sale material will be used. For the 
moment distribution is confined to 
Milwaukee, but rapid expansion is 
expected. 


Linage Total Included 
Extra September Issue 


In the magazine linage report 
published last week, the figures 
shown for Harper’s Bazaar included 
the special Sept. 15 issue as part of 
the October total. The correct lin- 
age for October, 1939, was 98 pages 
(65,856 lines), as compared with 
103 pages (69,216 lines) for Octo- 
ber, 1938. 

_ Other magazine reports which ar- 

rived too late for inclusion were the 
following: Elks, October, 1939, 5 
pages (2,470 lines), October, 1938, 
6.4 pages (2,773 lines); Country 
Life, October, 1939, 37 pages (24,- 
887 lines), October, 1938, 39.2 pages 
(26,404 lines); Spur, October, 1939, 
21.7 pages (14,609 lines), October, 
1938, 23.2 pages (15,591 lines). 


Blair to “Iron Age” 


Robert F. Blair has joined the ad- 
vertising staff of The Iron Age and 
will locate in the Cleveland office. 
He was formerly with Fuller & 
Smith & Ross. 


NOW(YOU 
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HOSPITALITY 
in WASHINGTON 


Try the Raleigh 
the next time you 
visit Washington 
... you'll be glad 
you came. Rooms 


from $3.50. 
¢ 


PENNSYLVANIA Ave. at 1athSt.NW 


WASHINGTON, D.C. 
C. C. Schilfeler, General Manage? 
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THE BLUE RIBBON RETURNS 


Now... by Request 
The Silk Blue Ribbon 
once again graces the 
Pabst bottle 


@ Like the grand old song everyone remembers, are the fond 
recollections of the silk Bige Ribbon oo dhe famous Prber boric. 
And oow, by popular request, the actual chbow is back Once emare 
i graces the famous Pabs: Blue Ribboo burric. irs che Bactge ot 
Quality that says you really know beer asian of Good Taste 
your table ... aad keener retreshmcn! tor you’ Komumber—in be 


BLUE RIBBON 
oe 


there's ody cer Blue Ribbon frend 


oe as ter, oats WY 


Pabst Brewing Company is using newspapers in the Midwest to announce the 
restoration of the blue silk ribbon to the bottle. (Story on Page 4.) 


HINDS COPY WINS EXPORT AWARD 
Pe pg eN 


| i INS 


‘oy Al aplicarse HINDS 
Jp) la belleza resplandece 
Cada noche af 


ecostarse  vierta Crema 
hones en las manes y “12 
vet ef rosteo. Limpia 6 
vertecoon. Quits ef ma 

a A) penetrar en tos 

‘ @urante le noche 
secs BS pre 

-@ un elgoden em 

270 en Crema Hinds 


Al aplicarse Hinds usted estd 
segura de dos cosas: 1° que 
Hinds beneficia su cutis mejo 
rindolo si esta ajado, marchito 
© agrierado — y protegiéndolo 
contra la intemperic y, 2° 
que Hinds le presta soberana be- 


Hleza, suavizindolo, aclarandolo, 
dindole frescor y lozanfa. Hinds 
es una crema liquida probada por 
los afios, aprobada por millones 
de mujeres y comprobada por la 
criunfance belleza que otorga. 
Rehuse susticutos o imitaciones 


PHOTO- gx 
GRAPHIC 7 
REVIEW | 


OF THE 
WEEK 


THIRD SOUNDS BEST 


Come o FEDERATION 


WE UKE TO LOAN MONEY ! 
ond gam the ante ahaymtanm le mt sme 


Some well-known monetary facts of life 
are dramatized in a direct mail cam- 
paign by Federation Bank & Trust Com- 
pany, New York. Copy represents an 
interesting departure from the serious- 
ness that usually marks promotion activi- 
ties in this field. Joseph Mullaney, ad- 
vertising manager of the bank, directed 
the drive. 


WANT GLAMOR? 


COMING EVENTS CAST THEIR SHADOWS 


, 
Ny 


The muscle strain that may be in store for the male of the species if the current 
vogue toward bustles gains full momentum is indicated by the hands that tug 
at the strings in this picture, created by Eye-Catchers, New York. The lady 
doesn't exactly look happy, but maybe she's just holding her breath until the 
cord is knotted lest she bust out of the straight jacket. Or is that a fait accompli? 


SAFETY AND COMFORT DRAMATIZED 


| NEW BUICKS TO SERVE YoU 


Yellow Cab Company, Los Angeles, has attracted a great deal of favorable 

comment with this 24-sheet poster which appears to carry out the keynote of 

the system's selling message succinctly and appealingly. Rhoades & Co., San 
Francisco, placed the copy. 


BEST GAGS ARE BUICK'S 


DE MIEL Y ALMENDRAS 


HINDS 


vroAgetme *SOBERANA DE LAS CREMAS LIQUIDAS 
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© Usela tambnén para 


, , In releasing its first extensive consumer 
las manos y el cuerpo 


campaign on rubber mattresses, Fire- 
stone accents the need for complete 
relaxation as an essential prelude to the 
taxing nature of the social whirl. The 
key to social success is illustrated below. 


INSURANCE FOR PERFECT POSTURE AND REST 


This copy for Hinds honey and almond cream received first award in the Export 
Advertising Association's contest. (Story on Page 20.) 


, 
a =; pe IITs 


Ns illustration, emphasizing the manner in which Firestone’s Airtex mattress “yields to every curve just enough to insure 
perfect posture and rest,” is the keynote of magazine advertising. (Story on Page 24.) 


A unique sales promotion tool, in the form of a giant umbrella, greets Clem 
McCarthy, sports announcer, as he alights in front of New York's famous Stork 
Club. Buick hes also spotted its bumbershoots in front of other night spots. 
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Monday, August 28th, the Chicago Evening American and 
the morning Herald and Examiner were merged to give 


Chicago the Herald-American—a new afternoon newspaper. 


Now, six weeks have passed since the merger. Now, in light 
of experience, we can measure the public acceptance of the 
Herald-American. From our circulation figures, we can 
now judge whether our efforts to give Chicago a great and 
complete new newspaper have been successful. We are 


happy to say that they have been successful, 


During the month of August, 1939, the average daily net 
paid circulation of the Chicago Evening American was 
388,001. (The Herald-American was published only four 
days during the month.) 


The average daily net paid circulation of the 
Herald-American—the new publication—for the 
month of September was well in excess of 460,000. 
This is an increase of more than 70,000 over the 


preceding month. 


It is true that world happenings during the past six weeks 
have undoubtedly contributed to the circulation increase 
of the Herald-American. It is true that the new war in 
Europe has made people generally more interested in all 


newspapers. It is also true, however, that the new readers 


CHICAGO HERALD~AMERICAN 


<A eae 
= 7. | 


tree || [eee 


who turned to the Herald-American at the outbreak of 
hostilities in Europe have continued to purchase this news- 
paper day after day. The circulation increase of 70,000 
is not an increase for any one day. It is an average for 


the entire month. 


Here, then, is evidence that great numbers of Chicago 
families have learned that the Herald-American, with its 
two great news services—is able to, and does supply com- 
plete, accurate and up-to-the-minute coverage of news 
happenings everywhere. The people of Chicago have 
learned that the Herald-American, with its two-fisted 
treatment of news, gives straight-from-the-shoulder treat- 
ment of news... sifts the propaganda from reports and 
gives its readers the most reliable and the most readable 


stories on happenings “over there.” 


We at the Herald-American are proud of our new 
newspaper. We are proud of the acceptance it has won 
among Chicago families. We are sure that we have the 
editorial formula that meets with the approval of most 
Chicago families. Because of this, we are sure that our 


acceptance will grow. 


We pledge ourselves to make every effort to make this 
great newspaper a greater newspaper. We will do this by 
continuing to give Chicago a complete newspaper—a news- 


paper that supplies readable, reliable news . . . first. 


Readable and Reliable 


National Advertising Representatives: 


Rodney E. 


Boone Organization 
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